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Productivity of office workers can be increased through proper seating 
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Shown here is the same 
GOODFORM No. 2123 
secretarial chair properly 
fitted to girls of different 
size and weight 
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017 ,.adjustable aluminum chairs 


can correctly and comfortably seat everyone 


Mere ability to adjust height of seat 
and back is not enough to provide prop- 
er fit or comfort. Some so-called adjust- 
able chairs offer such limited range as 
to be of little or no practical value. 


Not so with GooprorM, the only chair 
with 5 point adjustment, designed to 
fit it properly and comfortably to every 
user regardless of size or weight. Seat 
and back are foam rubber cushioned 


for even weight distribution . . . extra 
comfort all day long. 


But that’s not all—GOODFORM is a 
better investment because its all-metal 
frame and anodized aluminum finish 
mean permanent beauty .. . a business 
lifetime of service with minimum main- 
tenance. And there can be no rough 


edges to damage clothing or cause injury. 


See for yourself why GOODFORM is a 


MODE-MAKER DESKS @® GOODFORM ALUMINUM CHAIRS 
SUPER-FILER MECHANIZED FILING EQUIPMENT @ GF ADJUSTABLE STEEL SHELVING 


GF metal business furniture is a GOOD investment 


(Circle 737 for more information) 


better investment, today and for many 
years to come. Ask your local GF dealer 
for a demonstration. .. or write The 
General Fireproofing Company, Dept. 
M-60, Youngstown 1, Ohio, for an in- 
formative booklet on office seating. 


GENERAL 
FIREPROOFING 


Foremost in Metal Business Furniture 























DU PONT PRESENTS 


cA New Far Last Zook in soft pastels 


| with wear- and soil-resistant Du Pont Fabrilite 
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This is Cambodiat—newest pattern in 
breathable, durable Du Pont “Fabrilite’’* 
vinyl upholstery. Choose from 14 popular 
decorator colors—deep-tone hues and soft 
pastels—to add a fresh, exotic look on fur- 





nishings that get heavy traffic. Exclusive 
Du Pont formulation resists soil and wear, yet drapes 
for easy fitting and supple luxury Thousands of invisi- 


*** Fabrilite’’ is Du Pont’s registered trademark for its elastic- 
supported vinyl upholstery. + Design patent applied for. 





ble pores breathe for soft, yielding comfort. Write for 
sample swatches to E. I. du Pont de Nemours & Co. 


(Inc.), Fabrics Div., Dept. MM-611, Wilmington 98, Del. 


There’s no vinyl upholstery like Guat 


G@UPIND Fabrilite 


REG. U. 5. Pat. OFF elastic-supported vinyl upholstery 
BETTER THINGS FOR BETTER LIVING... THR H CHEMISTRY 
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The Prudential Insurance Co. of America’s Mid-America Home Office, Chicago. Indiana-Kentucky Electric Corporation’s new Clifty Creek Plant, Madison, Ind. 
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Rayonier Incorporated’s Jesup, Ga. chemical cellulose plant — world’s most modern. Chase Manhattan Bank Project — Head Office Building in downtown N.Y. (model). 


Skyline changes take down-to-earth planning 


which are involved. And The Travelers’ expert 
claim service and underwriting know-how are as- 
sets which cannot be duplicated. 


HEN PLANNING Workmen’s Compensation 
Insurance for mammoth constructions like 
these, today’s builders recognize the unique facil- 





ities offered by The Travelers. 

Its engineering and inspection services have 
kept safety records high and accidents low ever 
since The Travelers pioneered this form of pro- 
tection. 

But there are other important reasons, too. The 
Travelers maintains a complete Employee Reha- 
bilitation Program to preserve the human values 


YOU WILL BE WELL SERVED BY 





THE TRAVELERS 


All forms of business and personal insurance including 
Life + Accident + Group + Fire + Automobile + Casualty + Bonds 


E COMPANIE 


Why not get in touch with a Travelers agent or 
broker soon and have him outline a down-to- 
earth plan to fit the skylines you’re changing? 


You willdiscover that The Travelers’ unequalled 
staff of safety engineers, inspectors and claim 
people stand ready to serve you in every kind of 
enterprise where Workmen’s Compensation In- 
surance is being written. 





S$, HARTFORD 15, CONNECTICUT 
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This month’s MM survey shows that, except in large cities, employees no 
longer depend on public transportation to get to work. 
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The third of a monthly series profiling the new kind of manager, showing how 
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Abbott Laboratories offers high school students opportunity for training, paid 
work experience and a chance for good jobs after graduation. 
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The competition for space and time of news media is tighter than ever. 
Here are tips to help you get better results with your company news. 
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of study findings. 
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These “boners” will serve as a handy check list if you want to measure the 
value of your machine accounting system. 
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Are you “kidding” yourself 
about your future 
in the business world? 


Men who think they don’t have fo plan for success 
are doomed to failure right now! 


— has proved that the biggest mistake any 
young man in business can make is to asswme that 


he’ll be successful. 


Unfortunately, the most promising men are often the 
very ones who fall into this trap. 


“I’m getting along nicely,’’ they reason. “I’ve had 
several promotions, and the boss seems to like me. Why 
should I worry about the future?” 


If you're willing to settle for a mediocre position, that 
kind of thinking is alright. But it will never prepare you 
to meet the difficult requirements of a really big job. 


Anybody who thinks he can coast to the top is 


“kidding” himself! 


You won't get very far—no matter how much intelli- 
gence or personality you may have—without a thorough 
basic knowledge of the underlying principles of business. 


And the time to get that knowledge is now. Don’t 
waste precious months and years waiting for a ‘“‘break.”’ 
Plan ahead! Prepare yourself to take advantage of every 


Opportunity. 


FREE .-- "Forging Ahead in Business” 


If you recognize the value of following a 
systematic program . . . one that will bring you 
a little closer to your chosen goal each day... 
you will be interested in reading ‘Forging 
Ahead in Business.”’ 

This helpful and inspiring little book has 
been a turning point in the careers of many 
men. It has shown thousands how to speed up 
their progress—how to accomplish more in 


months than they would, ordinarily, in years. 


While ‘Forging Ahead in Business’’ holds 
nothing for men who aren't genuinely am- 
bitious, it’s a revelation to those who are 
sincerely and seriously interested in their 
futures. If you feel that it is meant for you, 
simply fill out and return the coupon below. 
Yeur complimentary copy will be mailed to 
you promptly. 


The Alexander Hamilton Institute, 71 West 23rd St., New York 10, New York 


ee ee 


ALEXANDER HAMILTON INSTITUTE 
Dept. $12, 71 W. 23rd St., New York 10, N. Y. 
In Canaaa: 57 Bloor St. W., Toronto, Ontario 
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“FORGING AHEAD IN BUSINESS” 
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send for this timely booklet! 


Leading firms have made substantial savings with 


‘ 


a separate “inside” telephone system of their own. 
This fact-filled booklet shows you exactly how. 

A P-A-X business telephone system is entirely 
independent of public (outside) phone service— 
thus sharply cuts the high cost of rented equip- 
ment. It’s 100% automatic—requires no operator. 
It handles “inside” calls in a split-second—keeps 
the regular switchboard always free for impor- 


tant outside calls. P-A-X is providing numerous 


other time- and money-saving advantages, too— 
throughout industry. 

Learn more about this proven way to trim 
costs. You can—quickly—because this helpful 
booklet is full of solid information. Write today 
for your free copy: Automatic Electric Sales 
Corporation, 1033 W. Van Buren Street, Chicago 
7, Illinois. Jn Canada: Automatic Electric Sales 
(Canada) Ltd., 185 Bartley Drive, Toronto. 
Offices in principal cities. 


a) p A X business telephone systems 


| AUTOMATIC <> ELECTRIC | 


Originators of the dial telephone + Pioneers in automatic control 
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How a scoop 
is made 
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Mr. E. P. JORDAN, JR. Gen. Sales Mar. 


A. B. Dick Company, Mimeograph, 
Spirit, Azograph, Offset, Folding Machines, etc. 


Chicago, Illinois 





We use the 
Traveletter System 
at A. B. Dick Co. 


“From a management standpoint 
we like it because it saves time 
and simplifies paper work. It 
reduces errors. Expenses are re- 
ported while they are still fresh 
in the minds of our sales repre- 
sentatives. Also, Traveletter ex- 
pense reports are completely 
compatible with our accounting 
methods. 

“Our sales representatives like 
Traveletters, too. They like be- 
ing reimbursed—without delay— 
for money they've spent. No one 
complains about filling out a s7- 
ple expense report in order to 
cash a Traveletter. 

“As a credit reference, it’s excel- 
lent! We've been using Trav- 
eletters since 1949 and I've yet 
to hear of anyone having trouble 
cashing one.” 


The Traveletter System reduces 
cash advances, saves accounting 
time, prevents lost time and lost 
orders, builds morale of salesmen. 
Used by companies employing 
from 1 to 1,000 travelers, includ- 
ing United Aircraft Corporation, 
American Cyanamid Co., Western 
Electric Co., and many others. 


Traveletter 


. the better system for 
handling travel expenses. 


Descriptive Brochure on Request 


TRAVELETTER CORPORATION 
GREENWICH 4, CONNECTICUT 
(Circle 770 for more information) 








All logic tells us that it’s impos- 
sible to announce a “scoop” a 
month in advance—without defeat- 
ing your own purpose. Maybe so. 
We'll let you be the judge. 

About 60 days ago, we _ ear- 
marked Robert E. Lewis, President 
of Argus Cameras, as a likely can- 
didate for our series, Profile of a 
New Kind of Manager. 

Preliminary research uncovered 
the following facts: 

In 1949, Argus got a bloody nose 
as a result of an ill-advised attempt 
at diversification. Lewis was called 
in to get the corporate house in 
order. In a few years he took Argus 
—a relatively small firm—up to a 
new position, had it operating at an 
all-time high level of effectiveness. 

Collaterally, we found out that 
the present-day Argus is making 
use of ultra-scientific management 
and operational techniques—things 
like linear programming, opera- 
tions research, statistical sampling 
for inventory control. 

The story sounded good. More- 
over, we had indication of Lewis’ 
willingness to devote the very con- 
siderable amount of personal time 
required to help us build our pro- 
file. 

We set March, 1957 as a target 
date for publication of the story, 
then told our researchers to start 
digging deeper, in preparation for 
an editor’s trip to Ann Arbor to see 
Lewis personally. 

But then the bubble broke. In 
September, financial pages all over 
the country announced the im- 
pending purchase of Argus by 
big, fast-growing Sylvania Electric. 


Since we're hardly interested in 
telling you “how to get swallowed 
by a bigger fish,” we were ready to 
drop the article. 

But one of our editors had an 
idea. “Is it possible,” he asked, “that 
Sylvania is buying Argus to get 
Argus’ management?” Since Syl- 
vania itself has a well-earned repu- 
tation as a smart, scientifically man- 
aged firm, this angle seemed to 
make sense. 

We phoned Argus, talked to 
some of the people there. “What 
about the management-buying 
idea?” we asked. Is it a factor? They 
wouldn't say yes and they wouldn't 
say no. 

The next move was clearly ours. 
Within hours, our executive editor 
had stuffed every available word 
about Argus into his briefcase and 
was on a plane to Michigan. On 
October 4, he returned with two 
reels of tape recorded questions 
and answers—the result of his pri- 
vate and lengthy interview with 
President Lewis. A playback of the 
tapes and we knew we had our 
scoop. The story’s different from 
anything we even suspected. 

On November 21, the stock- 
holders of Argus will approve or 
disapprove the acquisition of their 
company by Sylvania. We're bet- 
ting theyll approve—and we're 
climbing away out on a limb by 
going on press with our story a few 
days before the vote. Thus, by De- 
cember 1, the story will be in the 
mails to you—as the lead article in 
our December issue. It’s the story 
of what makes Argus a good buy 
for Sylvania, and vice versa. 
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Underwood —_—a gives you complete 
high-speed, low-cost accounting on one machine! 
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Here’s a low-cost machine that handles 
all your accounting. Underwood Sund- 
strand, with its 10-key touch-operated 
keyboard, gives you accurate, up-to-the- 
minute accounting control because it per- 
forms so many functions automatically! 

When applied to your business, Under- 
wood Sundstrand will speed your record- 
keeping. ..put an end to costly errors. .. 
do away with overtime... and lower ac- 
counting costs. Result: real savings in 
time and money! For full information, 
call your nearby Underwood Office or 
write Underwood Corporation, One Park 
Avenue, New York 16, N. Y. 


Underwood Sundstrand’s famous keyboard with only 10 numeral key. 


is easy to learn, eliminates “headswing”’ fatigue. Operators turn ous 
work faster and with greater accuracy. 


UNDERWOOD 


ONE 






oD 


PARK AVENUE, NEW YORK 16, N.Y. 
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The Case of the Talking Dog... 


> Modeled after a Great Dane and named “Vesta,” this transparent 


plastic dog is complete in every detail . . . skeleton, teeth, muscular 
system, internal organs, and an intricate mechanical voice. Designed 
for the Gaines Dog Research Center by a German Museum to pro- 
mote better care and understanding of dogs, Vesta has toured the 
United States in a Mayflower Moving Van giving dramatic talks 
about herself. Crated she weighs 1,440 pounds. 


Whether it’s a delicate mechanical display, your fine household 
furniture, a company exhibit or a whole fair, your goods will re- 
ceive the same expert handling and the same gentle care with May- 
flower. The next time you have a long-distance move, call your 
local Mayflower agent. It’s the safe, easy way to move long distance, 
anytime, anywhere! 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents“through- 
out the United States and Canada. Your local Mayflower agent is listed under 
Moving in the classified section of your telephone directory. 


NATION-WIDE - 
- FURNITURE MOVERS | 





America's Finest Long-Distance Moving Service 
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point and 
counter 
point 


LETTERS TO THE EDITOR 


Sir: A friend of mine showed me your 
MANAGEMENT METHODS magazine. I 
intended to “look it over casually” but 
found myself reading it so thoroughly 
that it moved from the “casual” cate- 
gory of most magazines into the “tops” 
category of the few. 

It is indeed very rare for me to 
want to write a “letter to the editor”; 
it is rarer yet that I actually do it. In 
the case of your publication I simply 
must do it because of the wealth of 
outstanding material your MANAGE- 
MENT METHODs contains. 

You may be interested in knowing 
that I have almost completely disman- 
tled the magazine distributing various 
articles to different associates of mine. 

I would consider it a real favor if 
you can add my name to your distri- 
bution list. We are manufacturers of 
commercial refrigeration distributed 
nationally from our five factories em- 
ploying 700 people. 

EDWARD E. HARRIMAN 
PRODUCTION CONTROL MANAGER 
VICTOR PRODUCTS CORP. 
HAGERSTOWN, MD. 


This letter gives us another oppor- 
tunity to explain our circulation pro- 
cedures. To qualify as a recipient, a 
man must be a top operating manager 
in a firm of at least 100 employees. 
After sending the magazine 12 
months, we ask him to “verify” his 
readership. Once he verifies, we ask 
him to re-verify every 18 months. If 
a recipient fails to verify, his name is 
dropped from our lists, and another 
qualified name is added to replace it. 
Non-qualifying individuals can pur- 
chase subscriptions at $5 per year. 

EpiTor 


sir: I just read your article on page 
34 of the October issue of MANAGE- 
MENT METHODS suggesting that it is 
cheaper to lease a plant than to build 
it. 

This is a perennial subject of dis 
cussion and no one yet, including you, 
has ever been able to present a case 
showing a profit on a lease of this 
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It’s been the same for two weeks now. Up 
at 6. Home long after dark. And George has 
only himself to blame. 


George has a nice little company all his own. 
Not long ago, he introduced a new item. It’s 
hot — priced below competition, selling well. 
Yet his monthly statement keeps edging 
toward the red. As George works nights to 
find what’s wrong, it’s becoming obvious 
that late and incomplete cost reports led 
him to set his price too low. 


Too bad someone didn’t tell George about 
the Keysort Plant Control Plan. With PCP, 
he could have had fast, accurate reports on 
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all his operations — when he needed them. 
Thus he could have set prices to cover costs 
... could have marketed a competitive 
product with a built-in profit. 


The Keysort Plant Control Plan can supply 
every fact you need for production and cost 
control. Plus the on time, accurate reports 
that provide a regular check on your plant’s 
performance. Monthly, weekly, daily — as 
your needs require. At remarkably low cost. 


The nearby McBee man has a presentation 
which will show you how it’s done. Phone 
him, or write us. 


e., ® 


Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio ¢ Division of Royal McBee Corporation 
Offices in principal cities ¢ In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
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Announcing : 


NEW STRENGTH AND BRIGHTNESS 
FOR HAMMERMILL LEDGER 


The new Hammermill Ledger works two ways to make your 
bookkeeping problems simpler. First, it’s tougher, more durable. 
Keeps records looking better, longer under rough handling. 
Second, the new Hammermill Ledger is brighter—makes for neater, 
easier-to-read entries. 


And now Hammermill Ledger contains Neutracel® pulp. Made 
from northern hardwoods, this exclusive pulp is blended with other 
quality pulps to give new Hammermill Ledger a better typing, 
writing and printing surface—a more level, velvety surface for 
crisper ruling and printing. 

There is a specialized finish of Hammermill Ledger designed for 
the job. “Posting” finish for bookkeeping machines; “Ledger” 
finish for neat, readable pen and ink entries. Both low-gloss 
finishes are glare-free, come in white, and soft buff and green 
tint to reduce eyestrain. 

Write now, on your business letterhead, for a sample packet 
of Hammermill Ledger. See for yourself how the new Hammermill 
Ledger can help your accounting records look neater and last longer. 
Hammermill Paper Company, 1499 East Lake Road, Erie 6, Pa. 


pio ER}, 


et OT EDGER “S “more 


—and actually less than many other watermarked ledger papers. 
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costs no 








nature. If, of course, the individuals 
supplying the capital and the build- 
ing, lease it for less than their cost, 
you might show a profit, but other- 
wise this would be impossible. 

None of your figures gave any value 
to the growing equity in a building 
which a company owns, and you like- 
wise make no allowance for the almost 
unbroken increase in building costs 
from which the owner of a property 
benefits but from which a lessee gets 
no benefit. 

I have worked this problem out 
many times and it is always cheaper 
to build and own your own building 
if you have funds available or can get 
them. You might also keep in mind 
that nobody builds a plant for rental 
to someone unless he expects to make 
a profit on it. At a minimum the 
lessee can count on saving that profit, 
and at a maximum he may save con- 
siderably more. 

JOHN MOXON 

VICE PRESIDENT AND TREASURER 
THE CARPENTER STEEL CO. 
READING, PA. 


@ The “net lease” plan described in 
our October issue is designed to bene- 
fit the company that wants custom- 
built facilities but does not possess 
the capital to build or purchase such 
a building. 

EDITOR 


Profile article 


sir: From time to time a number of 
articles about our company have ap- 
peared in business publications, but 
never before have I so enjoyed read- 
ing one of them. 

To assimilate such a mass of mate- 
rial into a single, cohesive article 
could not have been easy. You have 
done it skillfully in a story that is 
well written, thorough and accurate. 
I am especially grateful for your un- 
derstanding and emphasis on the par- 
ticipative character of our manage- 
ment. 

My sincerest thanks for your per- 
ceptive interpretation of our planning 
program, and my congratulations on a 
fine issue and a fine magazine. 

CHARLES H. PERCY 
PRESIDENT 

BELL & HOWELL CO. 
CHICAGO 


Engineer shortage 


Sir: I was very mueh impressed with 
your article in the August issue of 
MANAGEMENT MEtTHops entitled “4 
More Ways To Solve The Engineer 
Shortage.” The article was fine, but I 
believe your writer has overlooked a 
very important additional source of 
engineers. 

In the article emphasis was placed 
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First truly portable dictating instrument 


gets work done while you're on the move 


Don’t let its small size fool you. You’re looking at 
a full-power dictating instrument. 

A marvel of electronic engineering, this new 6 lb. 
SoundScriber ‘‘200” is so compact you can tuck it 
in your brief case, wear it like a camera, lock it in 
the glove compartment of your car. 

You'll be amazed at its operating ease, its clear 
recording, brilliant playback. You’ll welcome the 
convenience of its full 15-minute, self-indexing 
green discs. The handy discs you mail in ordinary 
hotel envelopes for 3 cents. 

Its power supply: any 110-volt AC outlet. Or, in 


your car, with available converter. Smart in design, 
it’s sturdy, too—built to take the knocks of travel. 

Most important, this new SoundScriber “200” is 
a full partner to all existing SoundScriber installa- 
tions. Records at 33144 RPM to bring you the 
extra advantage of “‘voice correspondence” through 
home phonographs. 

For full information, call your local SoundScriber 
office. Or tear out our “200” emblem shown above in 
this ad, attach to your business letterhead and mail 


with your name to: The SoundScriber Corporation, 
Dept. B-11, New Haven 9, Conn. 


TODAY’S ONLY COMPLETE AND COMPATIBLE DICTATING SYSTEM 
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You'll save time & money | 
by using this 


FREE IBGE, | 
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THE 
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| First time ever, Elbe offers “ 
{ a comprehensive FREE 

IDEA BOOKLET! Strictly 

objective, it clearly ex- 
plains when and how to 
use loose-leaf binders. 
This booklet, like all Elbe 
products, is designed to 
get results for you. Send 
for your personalized 
free copy today! 


ELBE FILE & BINDER C 
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m-1 © 
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For a very special purpose, 
Santa has millions of little 
helpers — Christmas Seals. 
They give protection and 
help against tuberculosis—- 
safety and care and hope, 
and even life itself, to 
hundreds of thousands of 
people everywhere. 

Make this year the best 
yet. Buy and use 
Christmas Seals. 








Annual Chri 





on “working with colleges” in the 
training of engineers. This also is good 
as far as it goes but our greatest prob- 
lem today seems to be in getting an 
additional source of engineers. By no 
means are we exhausting the great po- 
tential that is available. For example, 
the National Manpower Council's Re- 
port on “A Policy for Scientific and 
Professional Manpower” made the fol- 
lowing startling report: fact 
that among those individuals with the 
most aptitude for learning—those who 
score on intelligence tests in the upper 
6% of the population—less than one- 
half graduate from college.” 

Furthermore, in an address given by 
Neil McElroy, recently Chairman of 
the White House Conference on Edu- 
cation, he stated: “We might expect 
to find that practically all high school 
graduates who rank among the top 25 
per cent of their class would be going 
to college. The fact is that one out of 
every three in this top-ranking group 
is failing to go further. Additionally, 
there are many others below this top 
25 per cent whose latent talents for 
leadership are being lost because we 
do not discover them and motivate 
them to go onto higher education.” 

For years, and without a great deal 
of publicity or fanfare, I.C.S. and 
other correspondence schools have 
been training engineers and engineer- 
ing aides. For example, one-third of 
the engineering staff of Struthers- 
Wells, a Pennsylvania concern, re- 
ceived all or a part of its training with 
I.C.S. In a recent survey of the schools 
represented by the engineers of Lock- 
heed Aircraft, I.C.S. placed third in 
the number of former students. With 
an estimated shortage of 30,000 to 40,- 
000 engineers a year, I.C.S. and other 
correspondence schools can help re- 
duce this number by technically train- 
ing the manpower of our country. 

In a recent survey of the largest 
companies in the United States, 7 out 
of the first 10 and 72 out of the first 
100 had training programs with the 
I.C.S. A number of these firms are 
using I.C.S. training for draftsmen, 
engineering aides, and for other posi- 
tions for which these firms normally 
sought only college graduates. For ex- 
ample, we cooperated with RCA in the 
Camden Plant on a program for up- 
grading drafting personnel by using 
I.C.S. correspondence drafting instruc- 
tion material. 

Incidentally, in quoting Dan A. 
Kimball in your article, you may be 
interested to know that he is a former 
I.C.S. student. 

JOHN C. VILLAUME 

EXECUTIVE VICE-PRESIDENT 

DEAN OF THE FACULTY 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS 

SCRANTON 9, PENNSYLVANIA 











=Streamline 











your 
mail 
handling 
-.and 





Fon get more than smooth- 
flowing mail service, free from 
waste motion and congestion when 
you install CORBIN Mail Han- 
dling Equipment. You get substan- 
tial money-savings as well! 

First; buying direct from COR- 
BIN saves you handling costs. You 
merely select what you need from 
the free, illustrated catalog and 
order. Second; CORBIN fine wood 
construction, with no sharp edges, 
saves you maintenance costs... 
eliminates rusting, scaling, and pit- 
ting problems. You get generations 
of troublefree service. 

Modernize your mail handling 
now —the CORBIN way. You'll 
save, right down the line. For full 
details, send for free illustrated 
catalog. 


CORBIN Wood Produtts Division, Dept. ML 
The American Hardware Corporation 
Hornell, New York 


Please send me your free illustrated cata- 
log of Corbin Mail Handling Equipment 
and other Corbin Wood Products. 


NAME 
ADDRESS 
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Why waste girls... 


on such routine office chores as stamping, marking, imprinting, 
















cancelling, coding—by hand? These are tedious, time-costly jobs 
that a Tickometer does eight to ten times faster. ..at much lower cost! 


e The Tickometer counts and/or imprints up to 1,000 
pieces per minute— checks, coupons, sales and production 
slips, tickets, tags, product labels, inserts...has innumerable 
applications in office or factory. And it is saving time, 
expediting operations, cutting costs, for thousands of 
companies — small as well as large. 


e The Tickometer counts as it prints, or counts separately. 
It’s so accurate banks depend on it to count currency! 


e It registers whole or part runs. Easy to set up, easy to 
use. Feeds and stacks automatically, stops for faulty items. 


e Can be bought or rented . .. Pitney- Bowes service 
available from 289 places, coast to coast. Ask the nearest 
PB office for a demonstration. Or send the coupon for a free 
illustrated booklet and case studies. 





New patie 
Imprinter 


Imprints folding cartons, 
containers, bags, etc. up 
to 7,500 an hour, as needed 
—reducing package 
inventories and waste 

in preprinting. No tools 
required, can be operated 
by anybody. Ask for 
demonstration, or send 








coupon. 
a rere Bowes PITNEY-BOWES, INC. 
4547 Walnut Street 


Stamford, Conn. 
= TEC K 1 CJ Send free booklet on Tickometer 


{_] Send free booklet on Package Imprinter 
Countiay & Imprinting Machine 
Name__ 





Made by originators of the postage meter 
.. Offices in 96 cities in U. S. and Canada | Address 
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AN NAL 10 SURVEY OF COMPANY PRACTICE 


Do transit facilities affect location 


Me fs public trans- 

portation for employees an impor- 
Except in the largest cities, employees no longer depend on tant factor when selecting a new 
plant site? Not at all, according to 
a survey just completed by Man- 
Thus there’s one less factor to consider in selecting a plant cement MeEtHops, because only 
3% of employees reported using 
public facilities. 

Companies throughout the coun- 
try, with plants built in the last 18 
months, were questioned. More 
than 86% of the responding firms 


public transportation to get to work—they use their own cars. 


location. 


WHAT THEY SAID 


This survey covered firms with new locations in these areas: rural—32%; fringe city—28%; suburban— 
20%; industrial—19%; business—1%. The firms are located on major highways—53%; local highways— 
24%; and local streets and roads—23%. 


1. Did availability of public transportation influ- 6. Did your company help set up driving pools? 
: ee 
ence your choice of a new location? is 2596 


rc ati SAPONINS 75% 
No RIRIIRCRIRRE £5 75 


. Does your company provide employee parking 
. Is there any available public transportation in space? 


? 
your area’ ee 
so 34.7% wo 13% 


NO Seer sessamae tee 65.3% 


. If you do provide parking space, is it adequate? 
. Was any attempt made to re-route buses or add 
special station stops? 


YES 8% 


No 92% 
. Employees (averaged) in each responding com- 
pany who— 


. If this attempt was made, was it successful? 
USE PUBLIC TRANSPORTATION 3% 


a 50% 5 
OME 50% 


DRIVE TO WORK IN OWN CARS 


. If public transportation facilities are available, 


do employees actually use these facilities? RIDS IN SOMEONE ELSE’S CAR 
CO 8% 


— 13% 
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an 


of plants? 


trans- 
mpor- paid no attention to the availability 
. new of public transportation in choosing 
ing to their new location. Reason: almost 
MAN- all employees drive to work in auto- 
only mobiles. 
using Even the 13.8% of the companies 
who did consider public facilities 
coun- as a factor paid them little atten- 
ast 18 tion in finally choosing their loca- 
More tions. This was revealed by the 
firms fact that most of these companies 





reported a general lack of public 
facilities in the location they actu- 
ally chose. 

The findings of this survey—that 
public transportation is unimpor- 
tant—may indicate a_ significant 
trend. In the past, many experts 
have held that the availability of 


travel facilities for employees con- | 


stitutes a prime requisite to a good 
local labor supply. But look at the 
present facts: with the exception 
of large cities like New York and 
Chicago, private autos largely erase 
the need for other transportation 
to get people to work. 

A corollary finding of the survey 
further explains the diminishing 
importance of public facilities to 
new plant sites: 80% of new plant 
buildings are located in rural, sub- 
urban, or fringe city areas. It is 
estimated that the average family 
in these areas has 1% cars. Thus the 
car is naturally the major means of 
getting to work. 

Again, this is not true of large 
cities like New York and Chicago, 
where relatively fewer cars per 
family are owned, and traffic and 
parking facilities are inordinately 
poor. But on a nationwide basis, 
public transit is on the wane. 

Since 1946, 120 cities in the 
United States have lost their transit 
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Even the tough jobs have a way of looking easy when 

you have a “Correlation” Desk Unit working on your side! 

You enjoy the right amount and kind of work space you 

need . . . because you can tailor your colonia 

Age Correlation desk to your own special requirements. 
You can make up space-saving, work-saving Correla- 

tion units for every job in your office, from business 


machine operator to Mr. Top Brass himself. Your Steel 


Age Dealer has the whole exciting story . . . or you can 
review it in the colorful brochure which this 
rings you. Pee ee 





Corry-Jamestown 
Mfg. Corp. 
Dept. G-3, Corry, Pa. 


d Steel. 





Please send me a free copy of your “Correlation” 


systems, according to estimates by 
Desk Brochure. 


The National City Lines of Chi- | 


“The Quality Choice 
of Modern Offices” 














cago. In almost 60 small cities N 

, Branch Offices: — 
which had bus service last year, ae 
there is now no service at all. This Atlanta + Boston = Chicago oe say 
means that private cars and taxis Dallas - Detroit - New York = = Street__ a 
provides all transportation. Oakland - Philadelphia + Seattle” City State 











Even the larger cities have ex- 
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perienced a drop in the use of pub- 
lic transit facilities. Figures from 
the American Transit Association 
show almost a 52% drop in annual 
transit rides since 1945. On a total 
urban population base, annual rides 
per capita have dropped from 312 
to 124—a 60% decrease. The big 
cities—over 500,000—are involved 
too, with a 48% drop in total annual 
transit riders since 1945. 

The trend is more than a trend. 
It is an ever-growing move away 
from the big industrial cities—an 
expansion into the relatively unde- 
veloped areas of the country. This 
concept is further supported by the 


fact that 65.38% of the reporting 
companies in the MANAGEMENT 
MErTHops survey have no available 
public transportation facilities in 
their areas. 

Industry is evidently aware that 
their employees in rural and sub- 
urban areas have personal means of 
conveyance. Of the 97% of em- 
ployees who reportedly drive to 
work, 63% drove their own cars, 
while the remaining 34% are part of 
car pools. Company programs for 
setting up of car pools are reported 
by 25% of the respondees, while 
98.7% provide parking facilities for 
employees’ cars. 












Justowriter 
* automatic tape-operated 
composing machine, 


Battery of FLEXOWRITER automatic writing machines 


Economy—better control of duplicating and 
printing work—faster production—faster release 
of materials to sales force and customers—less 
paper work, proofing, checking and bill paying. 
These are some of the benefits your printing- 
production department can have using Commer- 
cial Controls Corporation Flexowriters® and 
Justowriters®. 

One of the best money and time-savers is the 
Justowriter (illustrated left). It automatically 
sets justified cold type from a punched paper 
tape on reproduction proof paper or direct image 
plates at 100 words per minute. Any typist oper- 
ating the Justowriter can now produce manuals, 
price lists, booklets, directories, newspapers, 
anything you duplicate or print. 

The tape-operated Flexowriter produces indi- 
vidually typed letters, address lists on tape, 
stencils, direct-image plates and other types of 
masters automatically at 100 words per minute 
from punched tape. Tape permits the easy prep- 
aration of all types of documents. 

Your captive Printing-Production Depart- 
ment, whatever its size, can produce more and 
better work with tape-operated Justowriters 
and Flexowriters. 

Write for reprint of article‘‘Operating a‘Captive’ Printing 
Production Department’’ and information about the 
Justowriter and Flexowriter. 


COMMERCIAL CONTROLS CORPORATION 
Subsidiary of 
Friden Calculating Machine Co., Inc. 
Dept. MM-116 
1 Leighton Avenve, Kochester 2, N.Y, 


Sales and service offices in principal 
cities —listed in classified telephone 
directory. 
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What does all this mean to a 
company planning to relocate? It 
means that the labor supply is not 
dependent on public transporta- 
tion. It means that rural and sub- 
urban areas that offer other prime 
location attributes are not and 
should not be discounted because 
of a lack of public transit facilities. 
The fact that only 3% of new plant 
workers use public facilities places 
a new perspective on the evalua- 
tion of potential plant sites. 


A review of 
current surveys 


Salesmen’s Income Rising 


Field salesmen for manufacturing 
companies increased their earnings 
by an average of 34% last year, ac- 
cording to a survey by the Ameri- 
can Management Association. 

The study analyzes the compen- 
sation paid to more than 17,000 line 
sales personnel in nearly 200 com- 
panies between the spring of 1955 
and the spring of 1956. Positions 
included are those of sales trainees, 
three grades of salesmen, sales su- 
pervisors, and district and regional 
sales managers. 

More than three-fourths of the 
salesmen covered in the survey 
earned between $5,000 and $15,000 
last year. 

Salesmen receive incentive com- 
pensation in the form of bonuses 
and commissions in 77% of the com- 
panies. Base salaries are lower 
when bonuses and commissions are 
also paid, but the survey confirms 
that fact that salesmen on such in- 
centives fare better in total com- 
pensation than do salesmen on 
salary only. 


Electric typewriters preferred 

Six out of ten office typists today 
prefer an electric typewriter to a 
standard machine, reports a leading 
typewriter manufacturer. 

In a study of typists in 34 prin- 
cipal cities throughout the USS., 
59.9% of those interviewed favor 
electric models. 

Explaining their preference for 
the electric, typists cited ease of 
operation and “less fatigue” as the 
features that appealed to them 
most. m/m 
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Transporter eliminates 
unproductive physical effort 
in record handling 





Open Contract Files at United Van Lines in St. Louis. 
The 113/,” x 10” Incompleted Contract Folders housed in the two Rol-Dex units 
are used to file correspondence and related forms while the contract is active. 
The chair-desk assembly rolls between the two units, providing fast reference 
with less work for the ‘clerk. 


United Van Lines eliminated congestion at 
the files and reduced unproductive physical 
effort (walking — pulling — bending — squat- 
ting—pushing) to the vanishing point when 
they had this modern record handling equip- 
ment installed in their St. Louis offices. 


Send for more information about the above 
and other Rol-Dex installations. 






WATSON MANUFACTURING CO., Inc. 
Rol-Dex Division, Dept. M-1 


; Jamestown, New York 

| 

: Please send me information about ROL-DEX and TRANS-DEX record units. 
ee 

' RN ae Nc cussiee ectse isch! chasscdoliuncy 

: | Serb ee ane 

: a TES eRe 
eri i ee ae OS rg ea eee 

L 


Son 


WATSON (established in 1887) also builds a complete line of filing 
cabinets and courthouse, bank and hospital equipment. 
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too good 


to miss 





Management shortage 


Despite a noticeable 
increase in the number 
and capabilities of man- 

k agers, prospects for the 

future do not indicate 

a that the increase will 

keep pace with economic 

expansion. We are facing the greatest 

shortage in management that this 
country has yet experienced. . . . 

. . . Managers must have particu- 
lar qualifications, skills, tools, and a 
continuing program of training to 
meet the requirements of manage- 
ment. 

No less than a quarter of a million 
managers will be in formal sessions 
this year for the purpose of learning 
more about the profession of which 
they are a part. This is the biggest 
“back to school” movement in history. 

The more men exchange experience 
and philosophy on how they do their 
management job the better they will 


be. 


LAWRENCE A. APPLEY, IN THE 1955-56 
ANNUAL REPORT OF THE AMERICAN 
MANAGEMENT ASSOCIATION. 


How to build a management team 


Suppose we are set- 
ting up a manufacturing 
enterprise to produce and 
sell a product. We have 
brought together the fol- 
lowing—an engineer, a 
salesman, a manufactur- 
ing man, and an accountant. Each 
man, we will assume, is capable in his 
field and can fill his job. 

(1) We must have men who repre- 
sent in combination the skills and abil- 
ities required by the enterprise. 

(2) One of these men, or a fifth 
man, must emerge as a recognized 
leader. 

(3) There must be mutual respect 
of each individual for the others—this 
does not imply a blindness to the indi- 
vidual’s shortcomings, nor a whole- 
hearted acceptance of their individ- 
ual strengths. It must develop into a 
mature objective relationship where 
each man thinks in terms of the suc- 
cess of their common enterprise. 

(4) There must develop a climate 
of give and take which allows for 
common and free discussion during 
the formative stages of a key decision, 
and the willingness individually to ac- 
cept and implement the decision once 
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= | A§= L-UNIT SPACE SAVERS 
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—. It’s easy to “stay on the beam” when your office is equipped with ASE 
ac 


ao ike L-Unit Space Savers. Decisions can be made on the spot... no need to 
send out a search party for files, reports or reference material. . every- 

repre- thing is within easy reach. 
1 abil- Custom plan your work space with the units that best suit your needs. 
. fifth A wide selection of telephone, storage and drawer cabinets, bookcases 
mized and tops can be used with the basic desk unit. Choice of modern colors. 
Your ASE Dealer will be pleased to show you how to “clear the run- 


espect way” for greater efficiency in your office. 
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i di- * 7 . 
on. See your ASE dealer or write for further information 
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Photo Courtesy Wright Aeronautical Division, Curtiss-Wright Corp 


Here’s how the industrial photographer 
saves time and money for Curtiss-Wright Corp. 


Photography is a valuable produc- 
tion tool in many firms today — 
perhaps it can help speed produc- 
tion and cut costs in yours. Here’s 
just one example of a business that 
is using photography to advantage. 

Jet engines are photographed at 
Curtiss-Wright Corp. with fine-grain 
high-speed Du Pont “Superior” 
Press Film. Negatives are then 
printed giant size on Velour Black® 
projection paper and used as pic- 
torial ‘‘blueprints,”’ as shown above. 
Result: work is speeded and errors 
are all but eliminated on a pro- 
duction line where hand assembly 
is required. 

Curtiss-Wright makes its own pro- 





E. |. du Pont de Nemours & Co. (Inc.} 
Photo Products Department 
Wilmington 98, Delaware 


jection slides—and saves approxi- 


mately $50,000 a year doing it. 
They use Du Pont Photolith litho- 
graphic film processed by a special 
paper developer. Accuracy in line 
drawings is 1/45,000 of an inch! 

Sull other Du Pont photographic 
products are used by this firm— 
including high-speed Motion Pic- 
ture Films for shooting plant train- 
ing films and Lino-Writ photo- 
recording paper for vibration and 
stress testing of finished engines. 

Take advantage of industrial pho- 
tography and the many Du Pont 
photographic products that serve 
every phase of business. Just clip 
and mail the coupon below. 


Please send me information about_____——— 

















* 
DU PONT 
PHOTOGRAPHIC 
PRODUCTS ae 
Position 
SS 
fte u's pat oll Address 
BETTER THINGS FOR BETTER - 
UVING THROUGH CHEMISTRY City 
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arrived at, even though the leader 
must finally make a compromise deci- 
sion that has strong opposition from 
one or more individuals. 

(5) Each man must accept and 
carry out the full responsibilities in 
his individual area—feeling free to 
consult with his team members, but 
accepting the full responsibility for 
his decisions as they are made. Each 
member, therefore, has both the free- 
dom of decision in his area, and full 
participation in the discussion stages 
of key decisions involving the enter- 
prise. 

(6) The leader must define and win 
the group’s acceptance of the objec- 
tives of the enterprise. He must con- 
tinually measure and assess the per- 
formance of the individual team mem- 
bers in their effectiveness in attaining 
these objectives. 

(7) Each individual must feel that 
he is a full partner and is being treated 
fairly—his rewards and contributions 
must balance with his associates. 

(8) Each man must be willing to do 
anything within reason to help over- 
come difficulties, even though the diffi- 
culties originated from a deficiency in 
another area. 


J. H. GOSS, PRESIDENT, CANADIAN GEN- 
ERAL ELECTRIC COMPANY LTD., TO- 
RONTO, FROM “INDUSTRIAL CANADA,” 
yuLy, 1956. 


Different reports for different levels 


Reports should be di- 
rected to the knowledge, 
interest and responsibil- 
ity of the recipient. A 
common example of ap- 
plication of this princi- 

==." ple, recognizing different 
levels of interest, is in the reporting 
or production cost information. The 
foreman should receive a report per- 
taining to his department. The plant 
superintendent should receive a sum- 
mary of the reports issued to the fore- 
men under his supervision. The vice 
president in charge of manufacturing 
should receive a summary of the re- 
ports issued to the managers under his 
direct supervision. . 

Reporting by exception is a well- 
accepted principle for improving the 
usefulness of reports. When plans are 
well-conceived and accepted, only the 
variations from them are important. 
This principle is especially useful in 
any reporting of performance. Here 
the difference between performance 
and standards, budgets and other pre- 
determined yardsticks is the significant 
information which requires attention. 
ERNEST A. CARLSON, CONTROLLER, 
JOHNSON & JOHNSON, IN THE SEPTEM- 
BER 1956 “NATIONAL ASSOCIATION OF 
COST ACCOUNTANTS BULLETIN.” 
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‘ADA, ALL OFFICES NEED EYE-COMFORT... 


= CURTIS OFFICE LIGHTING SYSTEMS 
io ee GIVE ASSURED EYE-COMFORT... 




















ledge, 

gy Eye-Comfort is the result of planned lighting. Curtis 
of ap- Office Lighting Systems can assure Eye-Comfort be- 
srinci- cause they provide the pleasant working environment 
ferent and the high-level, quality illumination, properly dis- 
_—“~ tributed and free from glare that every office, big or 
: i little, needs for maximum employee efficiency and 
plant productivity. 
_ sum- 
» fore- Curtis Assured Eye-Comfort® Office Lighting Systems 
2 vice give you Assured Value per dollar spent too, because 
turing you get highest quality material and finishes, reliable 
“i 8 components and economy of installation, operation and 
lia maintenance. 

well- Bae 
» the So for Assured Eye-Comfort® Office Lighting, plus 
6 e . 
ns are Assured Value, call the nearest Curtis Sales Engineer 
ly the or clip the coupon below, and get all the facts on a 
aya Curtis Assured Eye-Comfort® Office Lighting System. 
Tul in 

Here CURTIS LEGMTING, IMECORPORATED diiiiibirieieceniece ek. 
mance 6135 West 65th Street, Chicago 38, Illinois Curtis Lighting, Inc., Dept. N-15, 6135 W. 65th St, Chicago 38, Ill. 
“ pre- in California: Send information on Curtis Assured Eye-Comfort® Office Lighting Systems 
ificant 242 S. Anderson St. Name 
ontion. Los Angeles 33, California 
OLLER, ° Affiliation 
tages 4 ~~ Address 
ON OF 195 Wicksteed Ave. City Zone State 
Toronto 12,Caneda qo CR ee ee 
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reconcilement 
costs (JP 10 90% 


with Lithofold’s 
ELECTRONIC 
CHECK 


a pre-punched Tab Card voucher 






check set 


with no change in your 
present method of preparing checks 


NOW you can reconcile your 
checks by automated meth- 


ods — instead of hand sortings. 


HERE’S HOW IT’S DONE 


The check portion of the set is a tabu- 
lating card pre-punched at the factory 
with the consecutive number. 

A sorter will put checks into exact 
numerical sequence. 

A tabulator can list all check num- 
bers cleared, and signal location of 
missing numbers. 

Or a collator can compare cleared 
checks with a control set of cards. 

Total of unmatched checks, plus 
bank’s total pay-out completes your 
reconcilement . . . at a small fraction 
of manual cost. Many banks offer vary- 
ing amounts of reconcilement service 
on these checks . . . which can further 
reduce your data processing expense. 


An Automated Form 
YOU Can Use NOW 


WRITE TODAY for DETAILS! 


Taner 
saith 


500 BITTWER ST 


Conk. 


ST. LOUIS 15, WO 
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RECENT COURT CASES 





by Benjamin Newman 
Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


A deceased stockholder’s corporate shares are pur- 
chased by the corporation, and distributed to the remain- 
ing stockholders. If the stock has been purchased with the 
proceeds of life insurance upon the deceased, paid for by 
the corporation, is this stock taxable as ordinary income 


to the stockholders? 


THE FACTS 


A corporation insured and paid 
the premiums on the lives of all 
stockholders active in its manage- 
ment and operations. The purpose 
was to provide funds readily with 
which to purchase the corporate 
stock of a deceased stockholder. 

This plan was put into action 
upon the death of a majority stock- 
holder. Three of the stockholders 


who had been appointed trustees 
and beneficiaries of the policies 
collected the deceased’s insurance 
and applied the proceeds to the 
purchase of his stock for all remain- 
ing stockholders. 

The Commissioner of Internal 
Revenue ruled that this was ac- 
tually a dividend distribution equal 
to the value of the stock received. 


THE RULING 


The trustees were the agents of 
the corporation, declared the Tax 
Court, and in this capacity received 
the proceeds of the insurance poli- 
cies, and acted as custodian of the 
funds on behalf of the corporation. 
With the distribution of the de- 


ceased’s stock, the remaining stock- 
holders received a corporate dis- 
tribution which must be taxed to 
them as ordinary income. (Thomas 
F. Doran, et al vs Commissioner, 
U. S. Tax Court, decided May 18, 
1956.) 





THE QUESTION 


Where a sum of money to be earned in the future (un- 
der the terms of a contract) is currently received, is such 


income currently taxable? 


THE FACTS 


Taxpayer leased certain real es- 
tate for a period of 35 years, begin- 
ning January 1, 1947, and ending 
December 31, 1982. As a deposit, to 
insure performance of the lease, 
taxpayer received $250,000. Tax- 
payer was given the right to co- 
mingle and use the deposit for its 
own purposes, and was not charged 
interest. 

At the expiration of the lease, in 
1982, the deposit was to be re- 
turned to the lessee. In 1949 it was 
mutually agreed to terminate the 


lease on January 3, 1950, and to re- 
turn the sum of $65,000 of the de- 
posited security to the lessee, with 
taxpayer keeping the remaining 
$185,000. It was the contention of 
the Commissioner of Internal Reve- 
nue that taxpayer’s release from ob- 
ligation to repay the $185,000 re- 
sulted in taxable income. On the 
other hand, taxpayer argued that 
since it was not required to repay 
the security deposit until 1982, it 
need report as taxable income only 
the present value of $250,000. 
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How Art (Natal makes better... 


faster filing... cost you less per 


With Speed-Files, Art Metal solves the 
ee of filing cost...with savings in 
oth labor and space! 

These savings quickly run into money. 
Studies show the annual maintenance 
cost of a standard 4-drawer filing cabi- 
net is $100 or more, and that labor is 
the largest single factor in this. At five 
dollars per square foot rental, floor space 
Savings quickly mount up too! 


[ry the 


WORLD’S FASTEST FILE 
in your office 


Speed-Files save you money both ways 
with drawers that open in one simple 
motion, allowing their entire contents 
to lie back in working position azto- 
matically. With the Art Metal fixed front 
and expanding back, filing and finding 
speed is 33% greater or more. And 
because filing is easier, there is a reduc- 
tion in filing errors. 

This construction adds 15% extra 


i at i 
wl 


aS 
a \ 


usable inch 
filing = 9 _ drawer. Thus, by replac- 
4- 


ing ol rawer files with 5-drawer 
Speed-Files you can get better service at 
less cost per filing inch than you would 
pay for ordinary first-grade equipment. 

In styles and sizes for every record 
need, engineered and built for many 
years of trouble-free service. See your 
Art Metal dealer or branch office—in the 
Yellow Pages under“ Office Equipment’. 


For 68 years 
the hallmark 
of the finest 
in office 
equipment 


NO OBLIGATION. Call your local dealer for your free 
copy of a booklet on the Art Metal Speed-File—or write 
Art Metal Construction Company, Jamestown 4, N. Y. 


and systems. 





art META ONSTR TION CO 
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Off aio 


TO LOOK BETTER, FEEL BETTER, WEAR BETTER! 


Model 15-F 
Secretarial 
Posture Chair 


$2995 


($31.95 in Zone 2) 





SECRETARIAL 
CHAIR 
Model 18-TA 
You'll raise her output, and her morale, with this smart, Pi 
adjustable chair by Cosco! All Cosco chairs are ‘‘Office $49.95 


. : . . . 52.45 in Zone 2 
fashioned’”’—designed by seating engineers and mass- @ hed 


produced by skilled craftsmen, to look better, feel bet- 
ter and wear better than other chairs costing twice as 






much. Your Cosco dealer is ready to prove this, with 


Model 23-L 
General Chair 
$15.95 

($17.95 in Zone 2) 


a free ten-day trial. Call now! 


Find your COSCO Office Furniture dealer in yellow pages of 
phone book or cttach coupon to your letterhead 


| HAMILTON MANUFACTURING CORPORATION, Dept. MM-116, Columbus, Ind. 

| (J Without obligation, | would like a COSCO Secretarial Chair | 

[| on free 10-day trial. 

| C) l also want free trial on Executive Chair [_] Conference Chair | 

| () General Chair (_] Full information on COSCO Busines: | , 


| Furniture 
| (ON rte Sc ene ae a | 
| ee biccicnsohaamanaaaken picadesnbtaankaeoninanshaahbalentteduieaaeisesenen COSCO Business Furniture offers com- 
parable valuesin chairs, settees, sofas, 
| Address........... panes, : co-sesessosesensesecsesenenseseneesees | and occasional tables. 
| Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. | (Zone 2—Texas and 11 Western States) 
COPYRIGHT, 1956 
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THE RULING 


Taxpayer was immediately obli- 
gated to repay the security deposit 
in 1950, decided the Court. By mu- 
tual agreement, the lease was ter- 
minated in 1950. Under the terms 
of the lease, the security deposit 
was returnable upon its termina- 
tion. Accordingly, concluded the 
Court, the lease was terminated in 
1950 and the security required to 
be returned then. Having retained 
the sum of $185,000, taxpayer is 
taxable on that sum in 1950. (Brad- 
ford Hotel Operating Co. vs. Com- 
missioner of Internal Revenue, U.S. 
Tax Court, decided June 6, 1956.) 





THE QUESTION 


Is a taxpayer excused 
from filing an estimated tax 
declaration when a contin- 
gency exists that is likely to 
reduce his annual income? 


THE FACTS 


A taxpayer operated a taxicab 
business that realized a substantial 
profit during the years in question. 
In addition, he received consider- 
able income from other sources. 
Even though he might reasonably 
expect to have sufficient gross in- 
come to warrant the filing of an 
estimated tax declaration, he 
claimed that he had good cause 
for not doing so: he believed that 
by the end of the year his income 
might be reduced to zero because 
of a large number of damage claims 
pending against him. 

The Commissioner of Internal 
Revenue contended, on the other 
hand, that the contingency of a 
liability did not excuse a taxpayer's 
filing an estimated tax declaration. 


THE RULING 


There was no reasonable cause 
for the taxpayer's failure to file a 
declaration of estimated tax, ruled 
the Tax Court. The possibility of 
the payment of a contingent lia- 
bility is not a valid excuse. Since 
the declaration was filed, the esti- 
mate was deemed to be zero and 
the penalty for underestimate was 
mandatory, concluded the court. 
(Maxey vs Commissioner of Inter- 
nal Revenue, U.S. Tax Court, de- 
cided Aug. 31, 1956.) 
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MULTIPLIER 


MULTIPLICAND 


oo 


ANSWER 


You get a triple-check on your answer with a Marchant! 


A Marchant is the only American- 
made calculator that gives you straight- 
line, three-dial positive proof that your 
answer is correct. 

At the end of a multiplication prob- 
lem the number to be multiplied is in 
the Lower, or Keyboard Dials... the 
multiplier is in the Upper Dials... 
and the answer is in the Middle Dials. 

This three-dial proof of both factors 
and the product is just one of the 
many accuracy controls built into every 


Marchant calculator. Whether it’s mul- 
tiplication, division, subtraction, or 
addition—in any calculation—you get 
the same visible proof of all entries 
... all results. 


Accuracy control, plus simplicity and 
ease of operation, are the big reasons 
why anyone in your office can operate 
a Marchant efficiently. 

Call the local MARCHANT MAN. 
Have him show you how a Marchant 
- by turning out maximum figurework 


with minimum operator time and effort 
—can make an important contribution 
to the more efficient, more profitable 
operation of your business. 


Mail this coupon, with your business 
letterhead, to the address below for free 


Descriptive Literature on D-11 
Marchant Calculators .... 0 


Index to Modern Figuring by 
Marchant Methods ....e O 


py MARCHANT CALCULATORS, inc., oaxcano 8, catirornia 
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Student Union & Food Service Building of the Indiana University Medical Center, Indianapolis. 


Indiana University Installs 103 
General Electric Thinline Air Conditioners 





The problem: to air condition an existing building without 
hurting its appearance. And without costly ductwork or 
plumbing. The answer: the General Electric Thinline. 

The Thinline is only 16¥% inches thin, so it fits flush with 
the outside of this Indiana University building. For all its 
compactness, the Thinline carries a high BTU rating, assuring 
ample cooling capacity. And the General Electric name itself 
assures long-lived, dependable performance. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 





Only 16% inches thin—1. Compact—takes up 4 
less space than corresponding old-style models. 2. Eco- 
nomical to operate. 3. Easy to install. 4. Written 
guarantee. General Electric Company, Louisville 1, Ky. 


16-inch General Electric Thinline fits almost anywhere — takes up 3 less space 


oe | H] 

V/ | | 
A / | i 
} 








Swing-away installation permits Fits upper or lower half of any con- Fits most casement windows— Through the wall installation for 
fast, easy window-cleaning. ventional double-sash window. without alteration or mutilation. use in new or old buildings. 
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ation for 
ings. 


by W. T. Grimm 
President, W. T. Grimm & Co. 
Chicago 


It takes two to tango—and 
to merge. Here’s one way 
a smaller firm can find a 
suitable partner—without 
the embarrassment of a 


direct approach. 


THODS | NOVEMBER 1956 
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How to make a merger 


EDITOR’S NOTE: Many companies 
with the urge to merge are turning 
for assistance to outside consultants 
and specialists. To provide M/M 
readers with some facts about merger 
consultants, we have sought this point 
of view from one of the men in the 
field. 


ee When companies 
merge, what are their motives? On 
the buyer's side, the purposes are 
usually clear. But what are the mo- 
tives of the seller—the smaller com- 
pany that finds it advantageous to 
become absorbed into a_ larger 
organization? 

In the swirling waters of corpo- 
rate finance, it is sometimes difficult 
to make out which way the current 
is running. Mergers are perhaps the 
most volatile news today. There 
have been perhaps 3,500 of them 
since 1950—but it appears that the 
present wave of mergers is different 
from the wave in the late 20's. 

According to a report last year 
by the Federal Trade Commission, 
present mergers do not rise out of 
any speculative urge, or desire to 
create monopolies. The FTC econo- 
mists found instead that today’s 
mergers spring largely from the 
normal desire of larger companies 
to continue to grow and expand 
their markets. Mergers are used to 
provide added capacity, added 
products, and thus a diversification 
of risk. 

But that is only half of the story. 


Although less evident, the motives 
on the seller’s side are also an im- 
portant merger-creating force. The 
FTC study indicates that the sell- 
ers desire to merge may arise out 
of the tax structure, e.g., high estate 
taxes on family enterprises, desire 
for capital gains, and tax-free stock 
transfers. In some cases a more im- 
portant factor is a small or medium- 
sized firm’s inability to retain earn- 
ings and command needed financial 
resources for expansion or moderni- 
zation. The pressure for more and 
more working capital is hard to 
take on a perpetual basis. That’s 
why almost all sellers in the merger 
situation are medium-sized or small 
companies: they are pinched most 
by today’s tight bank credit. 


How to make yourself 
‘available’ 

But how does a smaller company 
indicate it would like to be merged 
with a larger one? Sometimes a 
buyer and seller come together 
through happenstance or accidental 
contact. Firms that depend on such 
haphazard approaches, however, 
are unlikely to succeed in finding a 
suitable merger partner. Someone 
might find a uranium mine while 
hunting squirrels, but geiger count- 
ers and geological surveys are 
usually more fruitful. 

Generally, smaller companies 
that want to merge with (or be 
bought out by) a larger company 
are reluctant to come out harshly 
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“Companies with a definite desire to make a merger usually 


and announce that their property 
is on the block. Premature disclo- 
sure can be harmful. Yet it is the 
small company that quite often 
makes the approach. As the Federal 
Reserve Bank of Chicago points out 
in a study on mergers: “A high pro- 
portion of the firms acquired re- 
cently have been relatively small, 
closely-owned enterprises. In many 
cases, perhaps a majority, these 
firms have taken the initiative in 
merger transactions.” 

Companies with a definite desire 
to make a merger usually get best 
results with a systematic approach. 
Normally, they work through finan- 
cial consultants. Many of these con- 
sultant firms have a good deal of 
experience in finding congenial 
partners for merger-minded clients, 
and even arranging for financing, 
should that be required. In addi- 
tion, financial firms which specialize 
in arranging mergers have devel- 
oped negotiation procedures which 
simplify the entire transaction. This 
has proved to be invaluable in 
many situations. 


How the consultant works 
In general, the financial con- 





sultant firm is familiar with two 
broad groups of purchasers. 

The first group consists of corpo- 
rations having very specific ideas as 
to the products, locations and 
methods of distribution which pros- 
pective acquisitions must possess. 
An advantageous integration of dis- 
tribution systems is usually the 
minimum requirement of such a 
purchaser, and, normally, econo- 
mies in purchasing and production, 
or perhaps a strengthening of gen- 
eral management, will also be ex- 
pected to result. 

The second group of buyers has 
no specific criteria for prospective 
acquisitions other than the ex- 
pected financial return on their in- 
vestment. Such buyers will consider 
almost any segment of any indus- 
try. While they often are willing to 
pay higher prices for companies 
than the first group of buyers, ordi- 
narily they will wish to acquire 
only companies with proven man- 
agement and a favorable earnings 
record. Financial policy controls 
may be the only restrictions placed 
on the operations of the acquired 
company, which otherwise may 
continue under the same manage- 


WHY companies MERGE? 


ment with few discernible changes 
attributable to the new ownership. 

While finding the best potential 
purchasers is difficult for the seller, 
the problem of making a suitable 
approach to these prospects is usu- 
ally even more perplexing. There is 
the danger that customers or sup- 
pliers may be disturbed if they hear 
rumors of such a move, and such 
news could be even more alarming 
to the seller’s own personnel. There- 
fore, it is important that the early 
negotiations be held in complete 
confidence. 

Quite apart from the danger of 
premature disclosure is the fact that 
a seller who directly approaches a 
prospect has thereby immediately 
placed himself at a strategic disad- 
vantage. Once negotiations have 
commenced, there arise the addi- 
tional problems of properly eval- 
uating proposals and bargaining for 
the best possible terms. 

Most of these problems are mini- 
mized by the use of a specialist in 
this field of sales and mergers. 
After consulting with the seller in 
detail as to his basic objectives, a 
merger specialist can efficiently lo- 
cate and screen the most logical 


* To diversify.* A railroad equipment manufacturer— 
prone to business fluctuation—might acquire an electronics 
and research company; a maker of industrial compressors, 
engines and construction and mining equipment; or a firm 
manufacturing earth-moving equipment. That's exactly 
what Westinghouse Air Brake Co. did. The same motive 
lies under W. R. Grace & Co.'s acquisition of chemical 
companies. 

* To obtain high-grade management. Sometimes the pri- 
mary reason for a merger is to get the services of the 
selling company's president and other key personnel. 

* To get a listing on the New York Stock Exchange, e.g., 
Texas Instruments Inc. and Intercontinental Rubber Co. 


A company may have any of several reasons for seeking 
to merge another firm into its own organization. Here 
are some major goals: 

* To strengthen product lines, e.g., Botany Mills, Inc. and 
Rolley Inc. 

* To effect operating savings. Example: a paper manu- 
facturer reaches back to acquire a lumber mill, forward to 
acquire a paper products plant—or both. This explains 
Ekco Products Co. (kitchen utensils) buying Adams Plastics 
Co., which produces pressed wood for utensil handles. 
* To join forces with another firm that deals in the same 
product, e.g., American President Lines and American Mail 
Line. 

* To improve competitive position, and obtain advantages re 

of a larger sales network. Example: Nash-Kelvinator and ® In last month’s issue of MANAGEMENT METHObDs, the part 


played by mergers in the diversification plan of Rockwell 
Hudson Motor. Mfg. Co. is described by Rockwell’s chief executive. 
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get best results with a systematic approach . . . 


purchasers from among the two 
broad groups mentioned above. 
Further, an extensive investigation 
of prospects can be made without 
disclosing the seller’s identity until 
there appears to be a clear mu- 
tuality of interest. Even when the 
prospective purchaser is a personal 
acquaintance of the seller, it is gen- 
erally to his advantage to have the 
approach tactfully handled by an 
experienced intermediary. 


A typical case history 


For example, a recent case might 
indicate the twists and turns in a 
typical merger negotiation. Details 
have been changed to prevent 
identification of the principals. 

The client, Mr. A, was chief ex- 
ecutive and major stockholder of a 
successful manufacturing firm. Al- 
though still several years from re- 
tirement age, Mr. A had no chil- 
dren who could take over the busi- 
ness. He was concerned about the 
liquidity of his estate and the con- 
tinuity of the thriving business he 
had so painstakingly developed. 
Virtually his entire net worth was 
represented by his equity in the 
company. In the event of his sud- 
den death, estate and inheritance 
taxes might engulf the estate as 
well as undermine the firm. 

Mr. A realized that the most fa- 
vorable time to sell his company 
was while the economy was pros- 
pering and his firm was experi- 
encing good earnings. He decided 
that he would try to sell his con- 
trolling stock interest in some man- 
ner that would give him about $2 
million cash after taxes. 

Typically enough, Mr. A’s price 
was high. But while the proposed 
asking price was approximately 40% 
above the book value of the stock, 
the past earnings record had repre- 
sented a rate of return on invest- 
ment well above the industry aver- 
age. Further, the fact that Mr. A 
was willing to remain with the busi- 
ness for several years widened the 
range of potential purchasers. 

His consultant prepared a report 
on the company that contained the 
basic data needed to interest a 
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buyer (but carefully concealing all 
clues as to the seller's identity). 
The consultant then undertook an 
orderly approach to a selected list 
of prospective purchasers. Direct 
competitors were excluded from 
this list, because of the danger of 
repercussions in case a transaction 
was not consummated. 

Four good prospects were lo- 
cated in this manner, including one 
company with its stock listed on a 
major stock exchange. In addition, 
Mr. A referred a fifth prospect who 
had approached him directly. This 
prospect soon revealed it would 
purchase the assets of the company 
giving Mr. A a net liquidating price 
of $1,950,000. However, it would 
only pay $250,000 down and the re- 
mainder of the price would be 
given in notes payable over 10 
years. 

Mr. A turned down the offer be- 
cause the prospect refused to place 
its credit (which was rated only fair 
in the first instance) behind the 
notes and, in effect, the company 
would have to pay for itself out of 
its Own earnings—an operation 
called a “boot-strap.” 

The first of the four other pros- 


Industry group 


Machinery (nonelectrical) 

Food and kindred products 
Chemicals 

Fabricated metals 
Transportation equipment 
Textiles and apparel 

Electrical machinery 

Mining 

Primary metals 

Stone, clay and glass products 





WHO's poinc THE MERGING? 


What industries are most represented in the latest merger wave? According 
to the Federal Trade Commission, these are the main fields in which mergers 
took place in the six-year period prior to 1955: 


Number of 
acquiring concerns 


L.acssceessenesaseieeesiiiliniinisiiaiinssiinatn 


pects backed out of the picture 
when it found Mr. A would not 
consider an offer in cash for the 
company’s stock equivalent to the 
company’s book net worth. The 
second prospect became discour- 
aged when it made the same offer 
plus an additional incentive of a 10- 
year management contract for 
Mr. A at $35,000 a year plus a 
generous profit sharing plan. 

The third prospect offered Mr. A 
an exchange of its listed stock for 
his on the basis of market value for 
book value. Since this prospect’s 
stock had a market value very close 
to its book, this appeared to be a 
fair offer. The prospect also had 
hidden asset values. Thus an ex- 
change on this basis appeared to 
be what Mr. A was asking for. 
Further, it would be a tax-free ex- 
change. 

Mr. A almost accepted the pro- 
posal on two separate occasions. 
However, the stock market at that 
time went into a period of profit- 
taking, and the buyer's stock de- 
clined temporarily about 8% in 
value. Mr. A feared that the stock 
did not have sufficient quality to 

(Continued on page 98) 





Number of 
concerns acquired 


166 249 
100 243 
73 168 
91 16] 
66 125 
74 117 
70 111 
48 81 
53 78 
39 70 











EE About a year ago, 


Dr. Frederick J. Gaudet, of the 
Laboratory of Psychological Studies 
at Stevens Institute of Technology, 
reported the results of a study he 
had made on executive failure in 
200 different companies. 

“Why did one particular execu- 
tive in your company fail?” Dr. 
Gaudet asked. Three reasons were 
given most frequently: 


Not delegating responsibility. 
Lack of breadth of knowledge. 
Failure to analyze and evaluate. 


Of lesser importance, and in de- 
creasing order as listed, were: 


Poor in judging people. 

Not cooperating with others. 

Weakness in making decisions. 

Weakness in knowledge of organ- 
ization and administration. 


While failure to delegate was 
given top billing as a cause for fail- 
ure, it is interesting to note that it 
appeared again in at least two of 
the secondary reasons—not cooper- 
ating with others, and weakness in 
knowledge of organization and ad- 
ministration. 

This is not an isolated study. Sim- 





ilar results were stated more posi- 
tively by Dr. Earl Brooks, of the 
New York State School of Industrial 
and Labor Relations at Cornell Uni- 
versity. In his study, excellent and 
below-average executives of one 
large corporation were contrasted 
in their use of delegation. He 
checked the top 96 executives. He 
had them rated in a large num- 
ber of characteristics, and work 
methods, not only by their imme- 
diate superiors, but also by their 
subordinates. 

About an equal number of execu- 
tives were judged excellent as were 
judged below-average. Regarding 
delegating ability, the reports of the 
superiors of these executives aver- 
aged out thus: 

Delegated 
effectively 

75% 


zero 


Excellent executives ... 
Below-average executives 


There was, obviously, not much 
chance for an executive to be con- 
sidered excellent by his superior 
unless he almost always, or often, 
delegated effectively. 

Dr. Brooks reinforces this finding 
by analyzing other techniques used 






gives a quick run 
plementary findin 


Below- 
Exc@llent Average 
Execttives Executives 
They almost always, 


or often: 
Had workers share in 

making decisions ... 100% .... 10% 
Coordinated the activi- 

ties of workers ..... 100% .... 10% 


Made full use of skills 
and abilities of work- 


ee ee Pee 100% .... 10% 
Let workers know how 
they were doing .... 83% .... 0 


Saw that authority of 

each worker was 

clearly understood .. 83% .... 10% 
Kept workers informed 

of activities in other 

departments ....... 838% .... 10% 
Kept workers informed 

about other things af- 


fecting their work .. 92% .... 20% 
Encouraged workers to 

exchange information 92% .... 20% 
Knew how well workers 

Se ere 100% .... 80% 


Encouraged workers to 
express their ideas and 


ee e 100% .... 80% 
Selected the right per- 
son for the job ..... 100% .... 30% 


Items toward the top of the list 
showed the greatest differences be- 
tween the excellent and below- 
average executives. In reading this 
list, it is worth keeping in mind that 
each technique included is usually 
tied in with effective delegating. 
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FAIL © 


The key phrase seems to be 
“failure to delegate”. Here is 


a documeted report on the 


anatomy of delgation— 
plus a check list for 


management guidance 


by Dr. Donald A. Laird 
Industrial Psychologist 














































































For instance, we must select the 
right person to delegate to, we 
must have workers participate in 
some decision-making—and so on 
through the list—to make delegat- 
ing work. 


What is delegation? 


A well known firm of industrial 
psychologists says that effective 
delegation finally resolves itself to 
letting other people make decisions. 
The psychologists quote the case of 
one client who called them in and 
admitted that his own job had been 
snowballing. But, for some reason 
it had not occurred to him to dele- 
gate: he simply worked faster and 
longer. Characteristically, every 
morning he still checked through 
the incoming mail. If he didn’t an- 
swer a letter himself, he almost al- 
ways pencilled instructions about 
the answer that should be written. 

“Sorting the mail keeps me in 
touch with the business,” he ex- 
plained. But when he _ thought 
about it, he discovered that this 
chore was taking him twice as long 
as it had a year before because his 
business was growing. 

“But those instructions I write on 
the bottom of the letters—that’s 
delegating, isn’t it?” he asked a bit 
wistfully. It wasn’t easy to convince 
him, the consultants report, that in 
pencilling in his decisions he had 
completely negated effective dele- 
gation. 

Does effective delegation require 
complete repudiation of decision- 
making in a given area? Not at all. 
Donald K. David, the foods execu- 
tive who became dean of the Har- 
vard Graduate School of Business, 
told a conference of business 
leaders: “Delegation and control 
are the principal functions for the 
development of the greatest effec- 
tiveness of a management team.” 
In other words, for an executive to 
delegate without the right kind of 
control is often the equivalent of 
neglect of duty. The good executive 
finds a happy balance—and this 
often requires training. 


Do men delegate spontaneously? 


How much and how well does 
the average untrained leader dele- 
gate when left to his own devices? 
There is an answer from an analysis 
of 500 groups which was made by 
Dr. John K. Hemphill, who is now 
with the Personnel Research Board 





at Ohio State University. These 
groups he studied all had face-to- 
face leaders. The groups ranged 
from foundry gangs to bomber 
crews, from ladies’ organizations to 
office forces of girls. Dr. Hemphill 
asked them: “How wisely did your 
leader delegate authority?” Here is 
a summary of the followers’ an- 
swers: 

Always delegated ....... 25% 

Frequently delegated .... 39% 

Occasionally delegated ... 15% 


Seldom delegated ....... 7% 
Never delegated ........ 2% 
Did not apply ...... ia 
Could not tell .......... 3% 


We may consider those figures as 
showing the extent of spontaneous 
delegation on the part of leaders. It 
is doubtful if many of these indi- 
viduals had studied a book on dele- 
gating or were making intentional 
use of any techniques of delegating. 
Rather, they were probably ex- 
pressing their individual inclina- 
tions—or the delegation was forced 
on them by the size of their jobs. 
With this as a basis, we can esti- 
mate that around two-thirds of 
those who attain some degree of 
leadership always or frequently 
make use of delegation. 

What is particularly interesting 
in this study is the evaluation, by 
their subordinates, of the 500 lead- 
ers as either successes or failures. In 
73% of the cases, they were thought 
to be “good or excellent leaders.” 
Twenty-seven percent were classi- 
fied as “fair, poor, or bad leaders.” 
More importantly, the good and ex- 
cellent leaders were again found to 
be the ones who made the most use 
of delegating. The failures were 
concentrated among those who 
never, seldom or only occasionally 
delegated. This difference was great 
enough to indicate that the success- 
ful leader generally was likely to do 
most delegating, even though it was 
the untrained variety of delegating. 


The quality of delegation 

We have seen that about two- 
thirds of the leaders of the 500 
groups mentioned did delegate 
either always or frequently. But 
how effective is this spontaneous, 
untrained delegating? Unfortu- 
nately, there is little clinical evi- 
dence from which to draw a con- 
clusion. One interesting attempt is 
worth reporting, however. 
At a session of the National Sales 








DO YOU NEED TO DELEGATE MORE? 





Yes No Yes No 
1. Do you have to take work home almost every night [) [] | 10. Do you feel that you must keep close tab on the 
Why? details if someone is to do a job right? .......... O U 
Outline actions you can take to cut this down: Examples: 
Different plans for control of results would be: 
2. Do you work longer hours than those you super- ‘ ‘ 
vise o than is aed for hourly paid Cae te 11. Do you work at details you enjoy, although some- 
EE ater talc ats snssicvensicayasy noa eee eee Se ee Wen Ce... -- ++ « OO 
Steps you could take to change this to a “No” answer: Such as: 
What to do about this: 
- een’ ele, chee’ wee ote? a ‘an 12. Are you inclined to keep a finger in everything that 
5» \ . Fe are hia GiGi useale OIE a e ag ce ee a eee 7 
Time could be obtained by: i ws ois at JU 
Examples: 
4. Do you need two or more telephones to keep up Procedures to try: 
i job? Se 
— - job? ...... pe te * emo Me eee he ar ote 13. Do you lack confidence in your subordinates’ abil- 
How did this happen to develop? ities so that you are afraid to risk letting them take 
Plans for doing something about it would be: ee Ee ae fT 
—_ ‘ , ae . Examples: 
5. Are you frequently interrupted because others come Solutions to test t: 
to you with questions, or for advice or decisions? [) () en re 
Why does this happen? 14. Are you too conscientious (a perfectionist) with 
Strategies for cutting down such interruptions: details that are not important for the main objective 
Ge EE, 65 WR RDS 6 oe ewe hoo Sele bles ee 
6. Do your subordinates feel they should not make Examples: 
work decisions themselves, but should bring the | New plans to try for this: 
UID TH MORES. a5) 420) & shor mie dog) olaudi eas % 0 Ore 8 ate agin : 
Examples: | 15. Do you keep job details secret from subordinates, 
= ieee . | so one of them will not displace you? a age 
To change this situation you could: P Rees eer nee sa 
: | Examples: 
7. Do you spend some of your working time doing | New plans for action: 
things f th hich they could do for them- - ; 
para ule ane! ” sn wee: ‘ Phish egegl e ; re ee 3 - «| 16 Do you believe that an executive should be rushed 
Sick oe pets fer Order GH. GU IAT, ow cee eeses 
; sii 
Actions you might take to avoid this: Why? 54 oh — es 
An executive’s principal job is: 
8. ot you have eee: meee! jobs accumulating or diffi- 17. Do you hesitate to admit that you need help to keep 
culty meeting deadlines. ..............+-.+.+4. cS ty a isk s Kavctur edhe beees css er 6 
Examples: } Examples of help you could use: 
The jobs could have been finished on time by: List subordinates who could be trained to give this help: 
9. Do you spend more of your time working on de- 18. Do you neglect to ask subordinates for their ideas 
tails than on planning and supervising? .......... tC} ©) about problems that arise in their work? ........ Ese 
Why? Examples: 


For a better balance, you could: 





| To change this you could: 





Executives Graduate School, Dr. 
Charles L. Lapp, of Washington 
University, gave a report on how 
38 companies judged the effective- 
ness of their sales executives in 
delegating and other techniques. 

First off, the top managements 
involved sized up 35% of their sales 
executives as often failing in dele- 
gating. 

Additional light on the effective- 
ness of their delegating was ob- 
tained when the top executives 
were asked: 

What do you feel are the three 
chief shortcomings of your sales 
executives? Following are the 10 
that topped the list. [The items 
marked with an asterisk (*) may 
also be looked upon as tied in with 


the methods used in delegating; 
after all, an executive can't dele- 
gate effectively unless he is also in 
contact with his subordinates, or 
has their respect. ] 


*Not enough direct contact with 
salesmen. 
Did not keep with with changing 
trends. 
Failed to delegate. 
Not enough original ideas. 
*Too little time spent on planning. 
“Inability to obtain subordinates’ 
respect. 
Unwilling to study and prepare 
for the job. 
*Too much time spent with routine 
details. 
Failed to obtain cooperation of 
other executives. 


Inability to make quick and sound 
decisions. 


Notice that the above functions 
do not work out exactly the same 
as with the 500 more general ex- 
ecutives mentioned earlier. Inabil- 
ity to make quick decisions counted 
for little among the former group, 
but top management regarded it as 
important—and a_ shortcoming— 
among sales executives. This dif- 
ference probably reflects a tend- 
ency for various specialized jobs to 
have requirements which may not 
apply to executives in general. 


Learning to delegate 


There is no pat answer for “how 
to delegate.” But on these two 
pages are two sets of guides that 


MANAGEMENT METHODS 


No 


DOES YOUR ORGANIZATION NEED TO DELEGATE MORE? 











Yes No 
4 1. Do older men predominate in key positions, particu- 10. Is the ratio of private secretaries below average? [| [J 
, larly at the middle levels? .................... C) ©) | The gains and losses from this are: 
How did this come about? Areas where this might be changed are: 
Policies this suggests should be considered: 
; 11. Is decision-making (plans, methods, job problems, 
0 2. Is there a shortage of men who are trained to take etc.) restricted to a few individuals? ............. 
over key places in case of deaths, or resignations? .. (]) [(] Examples: 
Pe: 3 : 
Why? ; This could safely be placed on more shoulders by: 
Actions to start regarding this: 
Og 3. Are key men so tied to their jobs that they lack 12. aes aes adie todinie te aos ae Get 
- time to take part in community services and other take ish? P "or oe 
public relations activities? .................... awe en ey Ver pr eee ee es ie eee 
Which men? Sica ee h : 
iis Ss » changes w 4 7: 
This could be changed by: an ea 
' 4. Are some individuals filling two or more key spots? (] [J | 15. Are key personnel pitted against each other, so that 
i] Why? they strive to win personal credit rather than build 
; ae ii , hh Sern een treet ee trees gain gas 0 
Possible job realignments are: Examples: 
5. Are key men so occupied by current details that Policy changes this situation suggests: 
they cannot plan future moves, causing the enter- 
prise to move slowly in meeting competition or 14. Is it the practice to promote hard workers, or “balls 
changing markets or processes? ................ tel “Ea of fire,” before they have developed understudies 
Examples: CO Ce GGar: TNO | cbse ws some ais Cee aR 
Remedies to consider are: Examples: 
. a ‘ied 2 This might be done differently by: 
- 6. dene Megas oy ing part of their time in actua Oo 15. Has it been necessary to go outside to find replace- 
_] une : EE LER OO ee SLNTO BA BASSI SEEN inom TOr RBy HCG 3.3.64. 4rek Getic cease se ee 
Which men? Examples: 
[heir jobs could be re-organized by: What policy reconsiderations does this suggest? 
7. Are key men kept under such tight control they are . : 
ie tl get 2 2 aad 2, SR ea Oo © | 16 Do capable younger employees resign before their 
Sailileal ; full abilities can be used by the firm? ........... 
-XamMples: , Examples: 
Other controls which might be used are: This suggests that we should: 
8. Are key men who have been promoted still carry- : 
os ing some details from their previous jobs? ........ fo | 17. Do the rank and file of employees seem to lack 
L What men? What details? MURR GAM EEUO Uy 56,5513 Go bros sho Vids iM ereigale bee wesINIvis 816 had 
ce eer aa allt RE Possible organizational reasons for this: 
Plans for restructuring these jobs: | : . : 
| Actions that might change it are: 
9, Do standard practices, job simplification, and rules 
= and procedures work against delegating in the organ- 18. Do production workers seem to lack interest, or 
“3 PENNE io Cai eae RIES a ease COANE SS Oo OO } lack satisfaction with what they have to do? ..... 
Which practices, etc.? | Examples: 
Alternate arrangements might be to: | Delegation might help this by: 
und will help the executive better un- chart—coupled with an under- Gaudet, F. J. ‘Why Do They Fail?'’ Business 
; ; age ; W 3 
derstand the mechanics of delega- standing of how it is to operate—is ook, May 21, 1700, Mo. TOA, AB. 
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WATCH YOUR STEP! 







































































































































































MODERN 
MIMEOGRAPHING 


Colorful direct mail—illustrated catalogs—publicity releases— 
morale-building house organs—hard-hitting sales contest material 
—up-to-the-minute news and product bulletins—price lists, 

ruled forms and scores of other things now can be produced with 
MODERN mimeographing at low cost, in your own office— 
produced in sharp, clear black and multiple colors. 




























With the new A. B. Dick table-top, electric-drive mimeograph 
you can do many things previously considered impossible. 
You now can mimeograph on both sides of the paper 

without slip-sheeting. You can produce up to 180 copies per 
minute on a wide variety of paper and card stock in 

a range of sizes. Operating instructions are permanently 
mounted on the machine with all controls clearly identified. 
For more information call your A. B. Dick Company 
distributor. You will find his name listed under 
Duplicating Machines in the classified section of your 
phone book. Or mail the coupon below. 


RA:B-DICK 


MIMEOGRAPH °¢ SPIRIT * AZOGRAPH * OFFSET Ana == | 
*IMPRESSION PAPER * FOLDING MACHINES r 4 





& 


All A. B. Dick mimeograph 

products can be used with 
all makes of suitable stencil 
duplicating equipment. 


A. B. DICK COMPANY 
5700 Touhy Avenue, Chicago 31, Illinois 


Without obligation, I’d like to know what is new in MODERN 
mimeographing. 
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Organization 
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by Rolla R. Ross* 


Manager, Electronic Development Division 


Joseph T. Ryerson & Son, Inc., Chicago 


Adapted from an address before a recent 


systems and procedures conference sponsored by 


the Illinois Institute of Technology. 


Can you afford the 


ques Theres no one 
single approach to electronics. For 
example, suppose a certain firm is 
planning an electronic data proc- 
essing system. Not one, but several 
alternative paths are open to it, any 
one of which may be effective. But 
experience does show that there 
are two dominant approaches: 

The first is the so-called “prac- 
tical” approach. It consists of a 
simple conversion to electronics, 
probably from punched card rou- 
tines. 

The second is the “visionary” ap- 
proach and it involves a great deal 
more: it is aimed at a broader need 
and at a long-range objective. 

Let’s appraise each of these op- 
posing approaches from the point 
of view of top management. 


The practical approach 


The practical approach to elec- 
tronics in data processing is aimed 
at immediate return. Perhaps the 
benefit is to be in terms of speedier 
reports, or a_ simplification of 
punched card handling, or some 
other benefit of this kind. 

In the initial step a survey is 
usually undertaken. Assume that 
management assigns a team to 
study the integration of punched 
card functions—sorting, collating, 
summary punching, and so on—into 
a single electronic data processing 
run. Normally it will be found that 
the basic nature of input and out- 
put remains unchanged; the switch 
to electronics is free from compli- 
cation. 

But generally speaking, it will be 
found that in order to financially 
justify this practical approach, the 
equipment must be used on a multi- 
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function basis: the surplus machine 
time must be used for additional 
operations. These operations are 
programmed and_= absorbed as 
quickly as possible. However, each 
new application is considered on 
its own merits, without regard to 
consolidation of various applica- 
tions into a single integrated elec- 
tronic systen. 

Most companies that adopt the 
practical approach are quite willing 
to admit that it is not the ultimate: 
they have compromised long-term 
gains for benefits that are imme- 
diately available. The practical ap- 
proach, therefore, accepts  elec- 
tronic data processing as an 
adjunct to present equipment and 
processes—either through the direct 
transfer of work from punched card 
equipment or by mechanizing in 
areas not practical to mechanize 
with conventional equipment. 

Advantages: There are several 
reasons why the practical approach 
may appeal to top management. It 
immediately speeds reports, takes 
pressure off machine accounting 
operations, provides data not pre- 
viously available. It does not in- 
volve a substantial financial risk 
since the lower cost equipment is 
usually suitable. 

Another advantage is that the 
practical approach provides elec- 
tronics training for machine ac- 
counting employees and others— 
training that may be_ valuable 
should the company decide later to 
broaden its approach to electronics. 
Finally, the practical approach 
demonstrates to management at all 
levels that electronics can and does 
produce results. 

Disadvantages: other 


On the 


\\ ° a 
practical 


hand, there are serious pitfalls and 
shortcomings. The principal draw- 
back is that this approach is not 
sufficiently broad in scope: it does 
not really get to the root of man- 
agement’s needs. It is geared to 
short-term rather than long-term 
planning. The solution of problems 
on a piece-meal basis normally re- 
sults in satisfaction in one area 
while another area is becoming 
critical. 

The field of electronic data proc- 
essing is moving very rapidly. 
Thus, the practical approach us- 
ually involves equipment that was 
available yesterday—rather — than 
equipment that will be available 
tomorrow. Advocates of the practi- 
cal approach must be prepared to 
defend their decision two years 
hence—especially if competition 
has taken a more advanced ap- 
proach. For, as the Society for the 
Advancement of Management has 
said: “No war, no strike, no de- 
pression can so completely destroy 
an established business or its profits 
as new and better methods, equip- 
ment and materials in the hands of 
an enlightened competitor.” 

Finally, in applying the practical 
approach, ultimate goals and op- 
timum uses of the electronic equip- 
ment can be lost in the anxiety to 
convert individual operations with- 
out regard to developing a truly 
integrated electronic data process- 
ing system. 

The visionary approach 

Whereas the aim of the practical 
approach is immediate return, the 
visionary approach is directed at 
a goal of broader and longer range 
proportions: effective management 
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Managements of some companies think of electronics only in terrns of office equipment. By so do- 


ing they limit the benefits they can gain on a long range basis. Here are the pros and cons of both 


the “practical” approach and the “visionary” approach to electronic data processing, plus a com- 


promise course of action that may provide the benefits of both. 


approach to electronics ? 


control. That's why it involves a 
penetrating study of data process- 
ing requirements within the com- 
pany. This study should be inter- 
preted in terms of the end reports 
that provide management control. 

In conducting the survey, the 
systems engineer generally dis- 
covers a paperwork assembly line. 
This line is in the form of various 
departments processing documents 
that are then summarized in the 
form of reports. The visionary ap- 
proach requires consolidation of 
functions, both within each sep- 
arate paperwork assembly line and 
also among the different assembly 
lines. For example, employee ac- 
counting contains the function of 
labor distribution; inventory ac- 
counting also contains factors con- 
cerned with labor distribution. Ef- 
fective management control can 
become a reality only after the 
proper relationship between these 
two accounting functions—and 
others—has been established. 

The visionary approach calls for 
a considerable amount of time for 
investigation of current routines 
and for the development of the pro- 
jected new routines. It also assumes, 
in most cases, the use of a large 
scale computer, because it is better 
to develop an electronic data proc- 
essing system right in the beginning 
that has a minimum of machine 
limitations. 

Advantages: The visionary ap- 
proach has a special appeal to top 
management because it encom- 
passes broad objectives for a more 
scientific control of company oper- 
ations. It permits “management by 
exception.” The rapid speed of in- 
formation feed-back provides a 
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thermostatic business control. 

This approach holds advantage 
for top management from still an- 
other point of view: management 
can look toward it for relief of 
some of the pressure caused by the 
current clerical shortage. It has 
been predicted that normal busi- 
ness expansion under present con- 
ditions would require a 39% increase 
in clerical personnel by 1965. But 
it is also predicted that there will 
be only an 18% increase in the labor 
force available for these jobs. 
Through the long-range, visionary 
approach, electronic data process- 
ing can bridge the gap. A reduction 
in the demand for clerical person- 
nel will, in turn, provide some re- 
lief from the spiraling trend of 
clerical wage rates, and from the 
increases in fringe benefits, shorter 
workweeks, longer vacations, turn- 
over, and so on. It is understood, 
of course, that any actual reduction 
in the number of personnel should 
be accomplished through normal 
turnover, and that career employees 
affected by an electronic installa- 
tion should be upgraded to the 
jobs that cannot be mechanized. 

Disadvantages: Despite the long- 
range potentials of the visionary 
approach, many top managements 
have been reluctant to adapt it. 
The principal objection concerns 
the need for changes in policies, 
procedures and organization—and 
the fact that these changes might 
well place the internal workings of 
the company in. jeopardy, or tur- 
moil. Further, a considerable out- 
lay of money is involved to prepare 
for and install an all-encompass- 
ing system. 

Top management often thinks of 


electronics solely in terms of offive 
equipment. They find it difficult to 
view electronics as a business ven- 
ture. Because a heavy investment 
in electronics does not produce a 
salable product, such an investment 
does not receive the same favorable 
consideration as does an expensive 
production machine, for example. 
Yet the move to electronic data 
processing is a major decision—and 
it is not normally practical to move 
into electronics on a gradual basis, 
partly because of the expense of 
parallel operations. 

Finally, the visionary approach 
requires several man-years to de- 
velop. Some companies reason that 
the pressure of immediate problems 
is too great to allow for this invest- 
ment of time and personnel. 

Notwithstanding these many ob- 
jections and problems, top manage- 
ment is moving to an inevitable 
conclusion—the conclusion that the 
visionary approach to electronic 
data processing is not really a ques- 
tion of, “Can we afford to?” but 
rather, “Can we afford not to?” 


The compromise approach 


Ultimately, most companies will 
turn to the visionary approach in 
order to take full advantage of elec- 
tronic equipment as a management 
tool. But the question arises: Which 
approach should our company 
adopt first? 

Many factors influence this de- 
cision: the degree of current 
mechanization; the extent of change 
required in procedures, policies and 
organization; and other conditions 
which might bear upon either the 
long-range or short-range gains. 

(Continued on page 56) 
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Here are suggestions that will help your business card 


to serve you better 


What's wrong with your business card? 


A businessman 
spends a week preparing an expen- 
sive presentation for an important 
customer, then another day travel- 
ing cross-country to make the pres- 
entation. The customer’s first im- 
pression, however, is neither the 
man nor his presentation: it is his 
business card. This small card 
makes the initial impact, and may 
strongly influence what follows. 

Regardless of who uses it, a busi- 
ness card is a sales tool. It intro- 
duces and identifies; later it may 
serve as a constant reference and 
reminder. And every time a cus- 
tomer, a contact or an associate 
looks at your business card, he gets 
an impression of you. That’s why 
the design of your card must be 
handled with the utmost care. 

In preparing the illustrations for 
this article, the art director of 
MANAGEMENT MeErTuHops, Laurence 
Lustig, obtained samples from one 
of the specialists in the field, 
R. O. H. Hill. This firm also pro- 
vided a check list of recommenda- 
tions for the design of a business 
card. M/M’s editors have selected 
five major points from this check 
list, and Art Director Lustig has 
selected a representative card ex- 
emplifying each point. 

Simplicity of design was the ob- 
jective in MANAGEMENT METHODS 
own business card. It contains only 


IRA J. BILOWIT 
Managing Editor 


MANAGEMENT METHODS 
PUBLISHED BY MANAGEMENT MAGAZINES. INC. 


22: W. PUTNAM AVE. 


five lines of type, all flush left. The 
single line, “MANAGEMENT METHODS,” 
is printed in red, with the other 
words in black. 


Correct placement of information 
is shown in this card for Geigy 
Pharmaceuticals. The man’s name 
is emphasized, followed by title, 


GREENWICH, CONN. CREENWICH 8-7330 


Craries P. SreranosKi 


ervey puanwaceuticacs - 
"ade Reunes or, eat vous wane Geiny 
company, address. There is no con- 
fusion; each element logically fol- 
lows. 


A design to match a firm’s busi- 
ness is tastefully illustrated by 
W. A. Shaeffer Pen Co.’s card. The 


CUA half ten. Ce 


FORT MADISON. IOWA 


BOK 6874, UNIVERSITY STA 
BATON AOUGE. LA 
SRSIDENCE: B11 &. STATE BF. 
PHONE: ®-2720 


4. C. “JIM” PHELPS 
TERRITORIAL MANAGER 


company name appears as a pen 
signature. Identification is strong 
since this script is well known as a 
trademark. 


Color, if any, should be used 
sparingly to achieve best effect. 
Blatant color use can be distract- 


LILY - TULIP CUP @ CORPORATION 


pred 


NEW YORK (7. N.Y 


DENTS F. McMAHON 
ASST. MANAGTR 
SERVECR PRODUCTS Derr. 


ing. Lily-Tulip Cup Corp.’s card 
uses color effectively, to highlight 
trademark and to underscore com- 
pany name. 

Distinctive, quality appearance 
is conveyed by the card of Cav- 


6 San ve nagh * Hes & 


Pauk Avexte at 47% Srrert 
New York 


EpMUND S#Ka PLaza 1- 2570 


anagh Hats. The embossed trade- 
mark, a coat of arms in gold, rust, 
and aqua, is a subdued and dis- 
tinguished symbol. 


How to revise a card 


On the opposite page, Laurence 
Lustig has illustrated five business 
cards he felt could be improved. 
His comments and design revisions 
are also shown. 


He felt that the first card violates 
logical placement. There is no 
unity, rather a breaking up of data. 
The revision attempts to make the 
card clear, readable, functional. 

The second card seems to lack 
smartness and originality. It should 
express the elegance and exclusive- 
ness of yachts. The original card is 
printed in dark blue on a white 
card. The revision suggests greater 
simplicity, with a light blue over- 
all color, and the company name 
and illustration in white. 

Again in the third card the in- 
formation is not functional. The 
product description is difficult to 
read; the illustration is unclear, old 
fashioned. The revised card con- 
veys a more modern, clean look, in 
keeping with the company’s prod- 
uct. 


Emphasis on product 


Card number four is formal—and 
thus contrary to the product. The 
product description is difficult to 
read. Revised, the card offers 
greater emphasis on product, and 
a cleaner, easier-to-read type. 

All ingredients of the fifth card 
fight for attention. No single ele- 
ment dominates. The revision sug- 
gests an odd-shaped card, with a 
color background.. In this more 
modern conception, the company 
name is in white on a black arrow. 

As these examples demonstrate, 
there are many ways to design a 
business card. But to get best re- 
sults, follow the precepts outlined 
and illustrated here. m/m 


MANAGEMENT METHODS 




















ACTUAL CARD 


DRCHARD INDUSTRIES 


Actionrad 


? ” TATE ST 
v4 HASTINGS, MICHIGAN 


RALPH W. PENN 








: 
} 


m7 eS te 1 YACHTS 
3ERT HEARD HALE. INC SIX CHURCH STREET NEW YORK G&N.Y ; 





Gy, hur SLA PI NE¢ Company 


INDUSTRIAL CHEMICALS 





TORY SUPPLIES & REAGENTS 


Tx REWIANCE 8-4700 
CTOR HENRY Ir SoC TH KNOX AVE 
SALES ENGINEER CHICAGO 29, ILLINOIS 





. ZEREGA’S SONS, INC. 
C auane anak ing hte Boda 


2O-O!t BROADWAY, FAIR LAWN, Nh 


PORGE J. KOWALS 
SALES MANAGER Fam Lawn 4-1490 


COLUMBIA DIVISION CHICKERING 4.7534 








PHONE: MELROosm 2.2625 







Haltonal Tra ALIwEe 


KEN CHARLESWORTH 





TRA 


OLORADO AND NEVADA + 






LWAYS MOTOR TOURS 


COLORADO SPRINGS, ¢ RADO 





| This cand does uot ef prere 





gar IAN ce, 


4 yom, bench ace 
Pasyin clade 


alte ) 
\Qushatm aund old- Jobin 
eee a modinn, 
mee Qdole ji, keopug wf, 


“Tyee und mot fatuaa to prdudl --- 
pat = fa nS ea 
a" wedding, wodahin -. Fade 
daaughm and +0 pead. , 


Sc coe ee 



































ARTHUR SLA PINE. 





-tO 











wicror Heavy Jr 














GEORGK 






A JZERECA'S 
orcortitie LUE 








ETS nn 





PONS, INC. 
7 ay Mbrre6 thet 














eee ee 































PROFILE OF A NEW KIND OF MANAGER: G! aser of Revel / — 
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Growth entails unique problems, and 
now, with more small companies be- 
coming big, and more big companies 
becoming bigger, these problems 
have become a prime management 
concern. Here are the growth prob- 
lems that one company faced, and 
the details of how these problems 
have been handled. 


THE CRISIS 


A small company suddenly mushrooms, 
threatens to outgrow its management fabric. 


THE ANSWER 


A shift from one-man management to a 
modern business type of organization, using 
“committees” and outside advisors to fill the 


gaps. 


THE MAN 


Lewis H. Glaser, President of Revell, Inc., 
Venice, Calif. 


SO OES oa 





A case history 


mu With $700 capital, Lewis H. Glaser 
started in plastics in 1942 making wartime substi- 
tutes for consumer items. His market folded after | 
the war and Revell, Inc. was in trouble. Glaser re- | 
trenched, reorganized and started making plastic | 
toys. This business grew slowly but was hampered | 
by limited product appeal and seasonal slumps. In 7 
1949 it grossed $705,000. ‘ 


2 


In 1950 Glaser stumbled on the idea of hobbies. 


5 
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The idea: authentically detailed models of old- 
time cars to be sold in kits of unassembled molded 
parts, permitting the buyer to put the pieces to- 
gether with his own hands. 

Revell came out in 1951 with five old-time car 
assembly kits which pleased youngsters and adults 
alike, and found itself in a new type of business . . . 
one capable of skyrocketing. 

During the next years, Revell produced hobby 
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kits for more old-time cars, then, with demand in- 
creasing, introduced lines of kits for airplanes, 
ships, trucks, stage coaches, pistols and other items. 

Revell had built a line of 91 kits and expected 
to sell close to 20 million of them this year. 

Revell now employs more than 500 people, ex- 
pects to gross around $10 million in 1956. This 
represents a growth of 1,500% in seven years. 

(Continued on page 43) 
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REVELL SHIPMENTS VOLUME 


$ SHIPMENTS 
YEARS (in thousands) 
1949 737 
1950 1,664 
1951 1,134 
1952 3,031 
1953 5,599 
1954 6,401 
1955 7,809 
1956 10,500 
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The story behind the figures 


The real story of Revell, however, lies not in its 
figures, but behind them—in the management 
philosophies that have dominated the company’s 
thinking. 

Revell’s biggest management problems grew 
out of its paradoxical situation: a need for growth 
that was carefully controlled and, simultaneously, 
rapidly accelerated. 

Caution was needed because this was a new kind 
of business for Revell. In addition to tapping new 
markets, the company had to construct carefully 
a foundation to support its anticipated future size. 
Further, because of a lack of facts, decisions often 
had to be made on an intuitive rather than a logical 
basis. 

Overshadowing the needs for caution, however, 
were needs demanding direct and rapid action. 
Unquestionably, Glaser had uncovered a market of 
vast and unexplored potential, but he realized that 
if his company could not keep pace with its new- 
found potential, some other company might step 
in and take over market leadership. Glaser was 
aware that two or three other toy or hobby com- 
panies were indeed watching his spiralling sales 
with narrowed eyes. Clearly it was a case of forg- 
ing ahead to hold the lead he had gained, or being 
lost in the backwash of some other firm. 

At first, the problems caused by Revell’s rapid 
growth situation were operational in nature. But 
by 1953—the beginning of the really critical growth 


period—it became necessary to shift priority atten- 
tion to administrative problems particularly in the 
areas of organization, decision-making, and plan- 
ning. These problems were such that they could 
not be handled merely by applying conventional 
methods in routine ways—for example, by setting 
up a standard line-and-staff organization, by dele- 
gating decision-making to the proper levels, or by 
projecting plans simply on the basis of doing more 
of the same. Instead, Glaser faced the prospect of 
finding and applying methods that would serve to 
fill the broad gaps in organization, decision-making 
and planning—gaps caused by his rapid expansion. 

Glaser and those working with him have accom- 
plished their purpose successfully. They have done 
it through a combination of methods that, at first 
glance, might seem strangely unorthodox. Yet a 
deeper analysis of Glaser’s management strategy 
shows that the methods he has applied are based 
on the tested principles of modern management, 
although he has put the components together in 
ways that make them most compatible with the 
“personality” of his company, and with the special 
needs he has faced. Here is the story of some of 
the things he has done. 





PROBLEM NUMBER 1: A Question of Time 


How the committee approach was 
applied to solve a ‘hopeless’ or- 


ganizational problem. 


@In the initial spurts of rapid 
growth following the introduction 
of Revell hobby kits, Glaser’s busi- 
hess experience in the plastics field 
stood him in good stead. But later, 
as Revell, Inc. began multiplying in 
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size, Glaser’s problem was not so 
much a matter of personal know- 
how as it was a question of time. 
By early 1953, Revell was shipping 
at the rate of $5 million annually, 
but still had essentially the same 
small group of key people as it had 
in 1951, when it shipped $1,100,000. 
Furthermore, Glaser was still tend- 
ing to run his business as if it were 
an individual proprietorship—con- 
trolling most of its operations per- 
sonally. He had little or no time to 


devote to the job of really manag- 
ing the company, or preparing a 
long-range program of planned 
growth. 


THE ANSWER: 


Despite his quandary, Glaser’s 
management thinking had _ been 
slowly evolving. This change finally 
erupted into aggressive action dur- 
ing the days of the company’s crisis 
in early 1953. He decided to hegin 














Now anyone can easily plastic-bind reports, presentations, and 
sales material right in the office . . . and get that professionally- 
bound appearance and utility for added sales appeal, maximum 
readership, and longer life. Pages are easy to turn, lie flat, look 
better, invite use, command attention. Safe, easy-to-set Cummins 
Plastic Binding and Punching Machines are styled and built to 
the highest Cummins standards. Cummins plastic bindings are 
available with popular ring centers and diameters in a choice of 
ten smart colors. For any number of copies—one, ten, or a thou- 
sand books—make sure they're bound to make an impression... 
with Cummins, the nation's leader in paper punching equipment 
for more than 70 years. 


"do-it-yourself" 
with Cummins plastic binding...it's 


Bound 


to make an impression! 



















Binding made easier and faster. Dual DESK-ELECTRIC PUNCH : 

automatic release plates . . . convenient Eliminates “bottleneck’’ of hand punch- ‘ pount 
feed tray built-in for plastic bindings ... ing. Increases speed of entire plastic 7 ¢ 
quick dial setting . . . new, moderately binding process with a fraction of the —s 
priced for every office budget. effort. Performance guaranteed. \4 CE 








(Circle 785 for more information) 











Commins 


Cummins-Chicago Corporation 
4740 N. Ravenswood Avenue 
Chicago 40, Illinois 























Send for informative booklet fully 
describing Cummins new plastic 
binding and high speed equipment. 

















MANAGEMENT METHODS 














PROFILE OF A NEW KIND OF MANAGER: 


immediately building a manage- 
ment organization with enough 
strength, scope and depth to cover 
current needs—and future needs. 


Glaser recalls that he committed 
himself to this decision while at- 
tending a week-long management 
conference in Phoenix. He had 
signed up for the meetings pri- 
marily as an excuse to escape-from 
the ruinous pace of his office rou- 
tine. But he found that.he was get- 
ting more than a change of scenery. 
One of the conference sessions 
was devoted to a case history of 
how a Brooklyn firm had gone 
about creating a management team. 

“I was surprised—maybe even a 
little shocked—to learn that that 
firm had problems similar to. our 
own,” says Glaser, “and I realized 
if they could solve them so could 
we. Until then, I guess my 
thoughts had been pretty much 
handicapped by the attitude that 
the various aspects of scientific 
management were fine for other 
companies, but that our operation 
was different.” 
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So impressed was he with the 
success of the Brooklyn firm that 
Glaser decided to take immediate 
action along the same course. Spe- 
cifically, he had decided to do three 
things: 


e Break his life-long habit of try- 
ing to keep his finger in the de- 
tails of all the various company 
operations. 


e Develop a coordinated group of 
capable young men under him 
and delegate to each one exten- 
sive responsibility and authority 
for handling a specific segment 
of the business. 


e Re-focus his own activities on 
planning for the future and 
stimulating his management 
team with new concepts, ideas 
and insight, as rapidly as he 
could divest himself and dele- 
gate the bulk of his operational 
responsibilities. 


Glaser was sufficiently realistic 
and self-assured to admit that, de- 


"The job was to define organization, orient the men, and then delegate." 





spite his proven ability as a busi- 
nessman, he was not yet fully pre- 
pared to handle the building of his 
new management without guid- 
ance, 

He approached a firm of psycho- 
logical consultants to management. 
His primary purpose was to seek 
help in recruiting and selecting 
management candidates outside the 
company. He soon found, however, 
that the consultant was proving to 
be of even greater assistance in 
evaluating people within the com- 
pany—the people who were to be- 
come his management team. 

With a vastly improved insight 
into his problems and his person- 
nel, Glaser set about defining a new 
organizational structure, orienting 
the men and, with some qualms, 
turning over responsibility to them. 
At first he had trouble with some 
of his new managers and depart- 
ment heads who, from force of 
habit, continued to carry their 
problems to him. 

Glaser: “At those points, it was 


(Continued on page 102) 
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there is no substitute for the perfection of fineness. 
It is for them that Crestline was built . . . office furniture 
so fine in every detail of line, design and 
efficiency as to stand alone, in-a class by itself. 


Our catalogue provides further details. 


SECURITY STEEL EQUIPMENT CORPORATION, AVENEL, NEW JERSEY 





Work/Study program 


solves clerical labor shortage 


Abbott Laboratories in Chicago offers high school students opportunity for training, paid work 


experience and a chance for good jobs after they graduate. 


umes About four years 
ago, Abbott Laboratories went to 
three local high school superintend- 
ents and said, in effect: 

“We want some of your students 
to work on a part-time basis at our 
company. What we have in mind 
is neither after-school work nor 


FIGURE 1: Work- 
study girls are 
rated every six 

weeks on this 
“report card” 
type of 
appraisal form. 


Hall 
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the conventional type of vocational 
training, but a program to permit 
students to acquire experience in 
various clerical jobs, guided by 
school counselors and Abbott per- 
sonnel people. We think the stu- 
dents will profit, as well as our 
company.” 


ABOVE: Work-Study students learn varied office skills including shorthand, filing, key punch and billing machine operations. 


Specifically, the work study pro- 
gram, instituted by Abbott, North 
Chicago, Illinois pharmaceuticals 
manufacturer, is a practical, super- 
vised work program for senior high 
school students. They receive regu- 
lar academic credit and paid work 
experience in the field they plan 
to enter after school. 


Program benefits 


To date, about 150 students have 
graduated from this Work-Study 
program. One school has _ been 
added to the original three, and 
two more are planning to join. 
Meanwhile, Abbott's department 
and section heads clamor for more 
students whenever a suitable job 
opening occurs. For Abbott, the 
program has produced these bene- 
fits: 

1. It has eased the tight labor situ- 
ation. Work-Study students have 
been so enthusiastic that they’ve 


done a particularly effective selling 
job for Abbott. 


2. The students who enroll in Work- 
Study are above average in ability 
and are the cream of the local labor 
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crop. Approximately 90% have come 
back after graduation. Thus, the 
program has played a key role in 
raising the ability level of the com- 
pany’s regular workforce. 

3. Training has been sharply re- 
duced. Not only does it take less 
time for a permanent employee 
with Work-Study experience to 
win a promotion, but the program 
also produces a high percentage 
of promotable employees _ hired 
from the general pool of office help. 
4. By giving each student both an 
educational opportunity and a job, 
Abbott has reaped important pub- 
lic relations benefits. The story has 
been spread on an almost com- 
pletely voluntary basis, rather than 
through formal publicity. Abbott 
officials feel this medium makes the 
benefit that much bigger. 


Developing the course 


Work-Study was developed by 
Director. of Personnel, Earl M. 
Bauby. He got the idea from the 
Chicago Board of Education, which 
had set up a similar program with 
several firms earlier. 

Initially, both school officials and 
some Abbott supervisory personnel 
were reluctant to start the program. 
The school officials were worried 
that the students’ education would 
suffer, and that arrangement of 
classroom schedules to provide 
enough free time for the job would 
be impossible. A few Abbott super- 
visors feared that a horde of gum- 
chewing teen-agers, all thumbs, 
would descend upon them. One 
section head expressed this feeling 
aptly when he lamented: “They'll 
spend more time combing their 
hair than they will at the filing 
cabinets.” 

The first. Work-Study group, 
comprising 18 students, soon dis- 
pelled all these fears. The Abbott 
supervisory people and the school 
officials who had been warm to 
the idea initially were amazed at 
how soon and how well the new- 
comers took hold, and how quickly 
they learned work schedules. 


How it works 


As finally worked out, the pro- 
gram is open mainly to seniors tak- 
ing business courses at the four 
participating high schools. The 
company has been accepting, on an 
experimental basis, some juniors in 
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SCHOOL CONTROL 
In the Abbott Work-Study pro- 


gram, counselors from each of the 
participating schools visit the com- 
pany at least once each semester. 
They check the student's progress 
and the program to see that it con- 


tains as much study as work. 


They talk with department heads 
and make suggestions to improve the 
program educationally. State educa- 
tional authorities have also reviewed 
the program's academic value and 
have granted half a credit toward 
graduation for each semester of 


work-study completed. 


The program also has the sanction 
of the Chicago Board of Education. 





their second semester. Also, the 
program was recently extended to 
industrial arts majors. However, 
except for two boys in the latter 
category, the Work-Study groups 
have consisted entirely of girls 
studying typing, bookkeeping, and 
various other clerical subjects. 
Students take Work-Study train- 
ing in addition to their regular 
load of courses, and receive one 
extra credit for every year of satis- 
factory work at the Abbott firm. 
Enrollment in the program is 
limited to students who do not plan 
to enter college. Each student is 
a volunteer, and isn’t accepted until 
she has been carefully screened by 
Abbott's personnel department. 
The company’s selection procedure 
consists of an oral interview, fol- 
lowed by intelligence and aptitude 
tests. Before candidates are inter- 
viewed, their scholastic records 
are scrutinized by the personnel 
department. Also, Abbott’s employ- 
ment manager visits each school 
and talks to teachers about each 
applicant’s outside activities, ini- 
tiative, and other characteristics. 


Students sign contracts 


Before being hired, the student 
signs a contract which stipulates 
hours, pay, and other job require- 
ments. They are paid standard 
wages for their job classification. 


The student’s parents, and com- 
pany and school officials also sign 
this document. 

The Work-Study student spends 
a total of 18 weeks during each 
semester at work. They work five 
days a week, from 1:30 p.m. until 
4:55 p.m. During that time, jobs 
are held in at least two closely-re- 
lated departments of the company. 
For example, a student who starts 
out in the Purchasing Department 
would probably be switched, at 
the end of nine weeks, to Accounts 
Receivable. Another girl beginning 
in the Credit Department would 
transfer to Payroll Accounting. 

Every six weeks, department 
supervisors make a special report 
(Figure 1, page 47) on each 
student. This report goes to the 
school, so that teachers and guid- 
ance counselors can work out any 
shortcomings that are uncovered. 
In addition, department supervi- 
sors, fellow workers, and Abbott 
personnel officials give aid, encour- 
agement, and practical pointers 
whenever necessary. 


Favorable results 


The first Work-Study group that 
came to Abbott, in the fall of 1952, 
was divided up among eight de- 
partments. Today, a total of 23 
departments have used at least one 
student since the program was 
launched. 

Two girls in the first group are 
now full-time executive secretaries. 
When they returned as permanent 
employees after graduation, it took 
these girls only about six months 
to win these jobs. Normally, Abbott 
must spend three or four years 
training a girl before she is ready 
for such a position. 

Two other girls exhibited such 
talent that company officials en- 
couraged them to go to college. 
One is studying law, and the other, 
chemistry. The company is particu- 
larly proud of these students, since 
they had no definite career plans 
in mind when they entered the 
Work-Study program. 

To date, not one Work-Study 
student has failed to measure up, 
and most have exceeded the com- 
pany’s original expectations. This 
fact, coupled with the willingness 
of nine out of ten students to be- 
come full-time employees after 
graduation, has convinced Abbott 
the program is paying off. m/m 


MANAGEMENT METHODS 





Sethe ahaa Pha Si jae 


RSIS 





& 
¢ a 
a 
Pel 
& 
Es 

te 











PE SRE 


SRR a hei Gie5 





om- 
sign 


nds 
ach 
five 
intil 
jobs 
-re- 
any. 
arts 
rent 
- at 
ints 
1ing 


yuld 


1ent 
port 
ach 
the 
uid- 
any 
red. 
TVvi- 
bott 
our- 
ters 


that 
952, 
de- 
23 
one 
was 


are 
ries. 
1ent 
‘ook 
nths 
bott 
ears 
ady 


uch 

en- 
ege. 
her, 
icu- 
ince 
lans 

the 


udy 

up, 
om- 
This 
ness 

be- 
fter 
bott 
m/m 


ODS 








Dia Gea at fond 


PER, 


a 
e 
4 








\ 
ov * 


Tre 


PURCHA SING 








ENG/INEERING PRODUCTION 
® * 

ORDER RECORD 
BILLING WRITING 
a % 

ACCOUNTING SH/IPPING 


SALES PROMOTION 


-»-a@ master plan for paperwork production 


| ¥ pa Offset is a business tool which can simplify paperwork 
production in every department of your business. The Multilith 
Master Plan quickly converts blank paper into completed business 
records. 

On @ Multilith Duplicating Master you write, type, draw or trace 
information by hand or business machine. Make as many copies as 
you like of all or part of this information. Add, delete or substitute 
information on the master whenever necessary. Prepare immediate 
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Addressagraph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECORDS” 





ee 


BLANK PAPER =} /A MULTILITH) == 


and subsequent-action records at one writing by including the 
Multilith Master in a continuous form or carbon set. You can even 
make a new master from the old master—automatically. 

Let us show you how the Multilith Master Plan for paperwork 
production can save you money and increase efficiency. Call the 
nearby Addressograph-Multigraph office for a demonstration. 
Addressograph-Multigraph Corporation, Cleveland 17, Ohio— 
Simplified Business Methods* 





ESS RECORDS 
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OFFSET iS 


User 


Endorsed 





(Circle 709 for more information) 


NOVEMBER 1956 


49 

















50 


A guide for management on 


by Hyde Perce 





FACTS 


about the new 


Office Contents 


uw 
uw 


SR oe 


Insurance 


it simplifies office 
contents insurance, 


It provides cover- 
age formerly un- 
available or econo- 
mically prohibitive. 


One policy replaces 
as many as five or 
more. 

Ten per cent of the 
policy amount ap- 
plies to goods in 
transit. 

Large concerns can 
insure many offices 
with a blanket pol- 
icy. 

Offices on premises 
of allied manufac- 
turing or merchan- 
dising operations 
are excluded. 


The new all-risk 


Millions of dollars of insurable values in today’s office installa- 


tions are not protected. Relatively few exclusions and broad 


coverage make this new policy an attractive buy. 


EDITOR’S NOTE: A “Thought Start- 
er” in our October issue reporting the 
new office contents insurance policy 
stimulated heavy reader inquiry for 
more details. To fill the apparent need, 
we immediately commissioned an ex- 
perienced author to. provide this 
article covering major features of the 
new kind of coverage. Hyde Perce is 
an insurance writer for the JOURNAL 
OF COMMERCE and executive secre- 
tary of a national insurance trade 
association. 


Es Business firms that 
up until now have been unable to 
insure machines, furniture, fixtures, 
and other contents of their offices 
now have an all-risk policy made 
to order for their needs. 

In many respects, the policy is 
long overdue, in view of the trend 
toward better business offices with 
more expensive equipment and 
higher-priced decor. Further, the 
trend of decentralization—moving 
of entire operations into less con- 
gested, less well protected areas— 
sometimes represents an open in- 
vitation to theft. 

These are some of the forces that 
have caused the insurance indus- 
try to come up with the new all- 
risk policy. 

For both large and small com- 
panies, the policy is worth looking 
into, particularly if you are now 
carrying traditional fire, theft and 


miscellaneous coverage. The name, 
technically, is Office Contents Spe- 
cial Form. It can be attached to a 
regular fire insurance contract. 
Since the new policy is more in- 
clusive than anything hitherto of- 
fered, it represents greater protec- 
tion at less cost. 

Details should be obtained from 
your agent or broker, but here is a 
run-down of the salient features. 

The insuring clause states that 
the fire policy to which the new 
form is attached is “extended to in- 
sure against all direct physical loss 
of or to the property covered.” But 
what property is covered? Here’s 
the answer: 

e “. . . office contents con- 
sisting principally of furni- 
ture, fixtures, equipment and 
supplies . . . the property of 
the insured and usual to an 
office occupancy.” 
e The similar property of 
others while in the custody of 
the policyholders, while on his 
premises and for which he 
would be liable. 
e@ The policyholder’s interest 
in betterments and improve- 
ments made in a rented prem- 
ises (fixtures, installations or 
additions comprising a part of 
the building and made at the 
policyholder’s expense). 
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office contents insurance 


And there are extensions 


There are some extensions that 
the new policy provides, and these 
should be understood. Here they 
are: 

Money: The policy stipulates the 
payment of up to $250 for the loss 
of currency, money or stamps 
caused by burglary or robbery of 
your office premises. 


Personal effects: The policy- 
holder has the option to receive up 
to 5% of the value of his personal 
effects on the premises that are lost 
due to fire, smoke, explosion, ve- 
hicles and miscellaneous other 
causes. At the option of the insur- 
ance company, loss of similar prop- 
erty of others (employees) that is 
on the premises may also be in- 
cluded in coverage. 


Debris removal: The insurance 
company will pay expenses in con- 
nection with the removal of debris 
occasioned by losses insured against 
in the policy. 

Damage by thieves: When the 
policyholder is not the owner of the 
building his business office occu- 
pies, damage caused by theft or at- 
tempted theft is covered. This cov- 
erage includes losses to that part 
of the building that is occupied by 
the policyholder and which con- 
tains his property (including dam- 
age to plate glass); and loss to 
equipment pertaining to the opera- 
tion of the building. 

General average or salvage 
charges: The insurance company 
will pay any of these charges for 
which the policyholder may be 
liable. 

Off premises: The policyholder 
can also collect a portion of his loss 
when items covered by the policy 
are elsewhere than at the regular 
premises. The figure is up to 10% of 
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the largest item covered by the in- 
surance. However, this applies only 
to items within the continental 
United States or in transit in Can- 
ada, and does not apply to items 
removed to any other premises 
owned, leased, operated or used by 
the insured. 


‘*Fine print’’ exclusions are minor 


The new policy is about as 
broad as a property insurance pol- 
icy can be. But prospects for it 
should realize that along with the 
stated extensions of coverage there 
are’ certain exclusions. These ex- 
clusions, or limitations, are neces- 
sary because all risk assumptions 
must of necessity be concisely de- 
fined. The exclusions cover both 
certain properties and certain 
perils. 

Property exclusions: Stocks of 
merchandise, salesmen’s samples, 
and materials or supplies that have 
been entered into the manufactur- 
ing process are stipulated as prop- 
erty exclusions. Books of record, 
manuscripts, drawings, card index 
systems and other office records are 
covered only for their actual cost as 
blanks, plus the actual cost ex- 
pended in transcribing or copying 
them. As stated above, currency, 
money and stamps—as well as bul- 
lion, notes, securities, deeds, ac- 
counts, bills, evidence of debt, let- 
ters of credit, tickets—that sort of 
thing—are covered only in an 
amount up to $250, and then only 
when loss is caused by burglary or 
robbery of the premises. 

Another exclusion pertains to 
neon signs and other automatic or 
mechanical signs. These are in- 
sured only against certain loss 
causes, such as fire, explosion, riot, 
vehicles (but not against theft, for 
example). 


Peril exclusions: The number of 
peril exclusions is so large as to 
appear, at first glance, to nullify the 
so-called all-risk character of the 
new policy. But they do not. It has 
never been possible to insure 
against “anything and everything” 
that could conceivably happen in a 
risk area. Some limitations always 
must be imposed. Earlier insurance ° 
policies set up so many limitations 
that they sparked general criticism, 
or such waggish comments as: “The 
insurance company will insure only 
pig iron under water.” 

Today, on the other hand, cov- 
erage is getting broader; the insur- 
ance industry has shown a tendency 
to reverse its thinking by saying: 
We will insure against all risks of 
loss or damage except those that we 
still feel it is necesary to exclude in 
the interest of sound underwriting. 

Sixteen perils are excluded in this 
new form, and you should read 
them all. In general, they are the 
standard exclusions found in many 
property insurance policies, such as 
damage from flood, earthquake, 
contamination, changes in flavor or 
coloring, the mysterious disappear- 
ance of property, and fraudulent or 
dishonest acts. Losses caused by 
acts of war, enemy attack, or by 
order of civil authorities in resisting 
enemy attack are also excluded. 

You should read these exclusions 
—yes. But you should not be too 
concerned about them: they are the 
perils against which insurance is 
not generally available anywhere, 
except perhaps by special and 
costly arrangements with Lloyd’s of 
London, or other traditional in- 
surers of the unusual and the bi- 
zalre. 

Prospective users of the new pol- 
icy should also realize that it al- 
ways limits the insurance com- 
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From the new smudge-proof carbon coat- 
ing to the new shock-proof back, modern 
Classic Carbon Paper is engineered to 
meet the more demanding require- 
ments of modern typewriters. 


With either electric typewriters or re- 
cent manual machines, modern Classic 
Carbon Paper produces a new sharpness 
of write and uniformity of appearance— 
truly the ultimate in carbon copies. 


The scientifically formulated carbon 
coating is deep dyed to form a perma- 
nent bond with the paper stock fibers. 
The carbon is transferred on/y by impact 
of the type face to produce permanent, 
smudge- proof characters. Micro-blended 
for absolute smoothness, this new 
coating assures complete uniformity of 
upper and lower case characters. 


“OMPL ETE NEW! 
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The shock- proof back softens the jarring 
action of high-speed electric typing— 
the cause of unevenness produced by 
ordinary carbons. Only the exact 
amount of carbon necessary to create 
a sharp, full-bodied image is released. 


For carbon copies that you'd be proud 
to send to anyone, specify Modern 
Classic—the carbon paper designed for 
modern typewriters. Columbia Ribbon 
and Carbon Manufacturing Co., Glen 
Cove, N. Y. 
















mer 


FREE GUIDE! For your free copy of our 
new “Carbon Paper Facts’’ type make and 
model of your typewriter and the number of 
carbon copies normally required on your 
company letterhead and mail with coupon. 
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pany’s liability to sums 1n excess of 
the first $50 for any one loss occur- 
rence. However, this limitation does 
not apply to losses from many of 
the important causes: burglary or 
robbery, sprinkler leakage, van- 
dalism or malicious mischief, fire, 
explosion, smoke—or a number of 
others. 


How the co-insurance works 

Then there is the co-insurance 
clause, an important feature in- 
cluded in many different kinds of 
insurance but still widely misunder- 
stood. Co-insurance is an arrange- 
ment which makes the policyholder 
a co-insurer with the insurance 
company under certain circum- 
stances. A co-insurance clause is in- 
cluded in the new policy if such a 
clause is contained in the basic fire 
policy to which the new form is at- 
tached. And it applies in the new 
policy at the same level that it ap- 
plies in the basic policy. 

A standard fire co-insurance 
clause requires insurance to a level 
of at least 80% of the value of the 
property covered. In a loss situa- 
tion, it would work out like this: 

Suppose a value of $10,000 for 
your property. An 80% co-insurance 
clause requires you to insure 80%, 
or $8,000, on pain of a penalty set- 
tlement in the event of a loss. If 
you do so insure up to the minimum 
level stipulated by the co-insurance 
clause, and you have a loss of, say, 
$1,000, the adjuster will pay you 
100% of your $1,000 loss. 

But suppose you have only $6,000 
of insurance. That would be only 
three-fourths ($6,000 over $8,000) 
of the amount of insurance you 
should have, according to the co- 
insurance clause. In this case, as- 
suming the same $1,000 loss, the 
adjuster would pay you only three- 
fourths of your loss, or $750. You 
would thus be acting as your own 
insurance company, or co-insuring 
one-fourth of your own risk. 

When looking into the new office 
furniture and fixtures policy, it may 
be well to check the co-insurance 
clause of your existing fire policy. 
Make certain that you carry enough 
coverage to assure 100% settlement 
of all losses. 


How much does it cost? 


There is one thing more—rates. 
The rates for the new policy vary 
somewhat from state to state. Gen- 
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& (] What are other firms in our industry 
a doing with electronic equipment? 


[] Must we radically reorganize our operations 
for office electronics? 





Here, in one big all-new 500-page volume, are answers to 
questions and operating problems involved at every stage 
of selecting, installing, and effectively using electronic 
office procedures. 

Every use, every application, every profitable electronic 
system described in the 1956 edition of WORKSHOP FOR 
MANAGEMENT has been proved in results for companies 
of every size and function. 


Over thirty organization case histories and detailed reports 
of leading management consultants show how to avoid the 
blunders — how to profit from recent developments and 
techniques of firms actively operating electronic office 
equipment. 

Before your company buys an electronic office system... 
before it figures costs and savings, faces employee replace- 
ment or training decisions, or runs into bottlenecks with 
present electronic office procedures...let the new WORK- 
SHOP FOR MANAGEMENT show you: 


Which electronic system is best for your office 


Whether your business is large or small, WORKSHOP 
FOR MANAGEMENT tells how to select the right elec- 
tronic system for your office. You discover how various 
systems work out in practical job-situations . . . whether 
to lease or purchase equipment . .. and important facts 
about systems like UNIVAC, BIZMAC, IBM 650, 
BURROUGHS. 


How to profit from maximum use of electronic systems 


WORKSHOP FOR MANAGEMENT shows how to plan 
and organize your business before office electronics — dan- 
gers and mistakes to avoid—what to do about programming 
... Where to apply electronic data processing in your bill- 
ing and accounting operations . . . How to plan for future 
use of the equipment. 


When manual equipment is better than electronic 


You get a thorough breakdown of manual systems and 
equipment —learn how to cut costs with them—see exactly 
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Which of these questions do you want answered 
about electronic office systems and equipment? 






(] How can we re-train present employees 
for office electronics? 


[_] Where can we make the most savings 
with electronic office systems? 


(] How can we avoid costly mistakes with 
electronic office operations? 


... get practical case-history solutions to your 
electronic office problems in the all-new 1956 edition of: 


WORKSHOP FOR MANAGEMENT 





where they are recommended over electronic office pro- 
cedures ... How and where:to benefit from manual opera- 
tions like writing boards, bookless bookkeeping, unit media, 
analyslips, peg-strip accounting. 


How to train employees for office electronics 


With WORKSHOP FOR MANAGEMENT you see how 
to effectively train your employees for an electronic office 
program...Exactly how many hours of training are 
required for different systems...What to do about new 
assignments for displaced personnel... How to set up a 
fair pay scale for electronic office operations. 


Plus— Pages of profitable management information like: 
How to cut inventory costs with Operations Research... 
How to plan optimum production programs with Opera- 
tions Research . .. How to profit from new company-wide 
work-simplification programs... How to solve problems 
of communications control . . . How to set up a profitable 
office incentive plan . ... How to increase company savings 
with controlled office forms. 


SEND FOR YOUR FREE EXAMINATION COPY OF THIS BOOK TODAY 
(just fill in and mail coupon below) 


Management Publishing Corporation, Suite A-27 
22 W. Putnam Ave., Greenwich, Connecticut 


Please send me for 10 day’s FREE EXAMINATION a copy 
of ‘Workshop for Management.” Within 10 days | will 
either send payment for $19, or return the book with- 
out obligation. 


Name 


Address 
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PEC Zone........State..... 
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SAFES . . . wide range of 
sizes in 1, 2 and 4-hour Un- 
derwriters labeled models. 





INSULATED FILES. . . 1-hour 
Underwriters labeled ... 1, 
2, 3 and 4-drawer letter and 
legal models . . . check, cross- 
file and tab-card units. 





Immediately after a fire, everything you do 
will depend upon the condition of your rec- 
ords. If they have been preserved in a Diebold 
safe or insulated file, you can collect accounts 
receivable... prove your claim for settlement- 
in-full on fire-loss insurance ... re-establish 
credit ... and plan to resume business. 


Experience proves that 43% of firms losing 
records ...in fires... FAIL! If your rec- 
ords have been destroyed, will you be out 
of business? 


NOW is the time to measure your fire-sur- 
vival risk with the Diebold Fire Hazard Chart 
... and let us prove its validity with THE 
SEVEREST TEST, an interesting business- 
survival experience. Call your local Diebold 
representative, or write today. 


PROTECT YOUR VITAL RECORDS 


witH DIEBOLD s~res 
AND INSULATED FILES 


..- PROTECTED BY 
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erally, though, they consist of the 
regular fire and extended coverage 
rate plus a loading for the amount 
of office contents coverage desired. 
A typical loading in addition to the 
fire and extended coverage rates 
might be 15¢ per $100 of insurance 
(with an 80% or higher co-insur- 
ance clause) for the first $5,000 of 
coverage, 10¢ for the next $20,000, 
5¢ for the next $50,000 and 
2¢ for all coverage over $75,000. 
Obviously, the added coverage is 
not going to be expensive. 

You may decide to judge your 
actual loss potential yourself, al- 
though using an outside appraiser 
is often wise. Theft of expensive 
equipment is the biggest hazard. 
Even in big city office buildings, 
where pass-out slips are rigidly re- 
quired before anything is _per- 
mitted to leave the premises, losses 
of check-writers, typewriters, du- 
plicating machines, cash machines 
and similar items are occurring 
daily. The insurance industry’s loss 
ratios for these items have zoomed 
markedly in the last two years. 

Why, then, is this broader form 
of coverage now being offered? 
Just this: There are millions of dol- 
lars of insurable values in today’s 
office installations that are not now 
protected. The insurance industry 
has devised the new policy cover- 
ing these insurable values because 
it means they can write new busi- 
ness. The insurance man’s thinking 
is that premium income increases 
in proportion to losses paid. But 
further, since loss ratios are con- 
trolled by law—rates must always 
be adequate but may not become 
excessive—line surpluses will de- 
velop as more companies make use 
of the new policy, and thus rates 
will be reduced. In other words, 
the greater the spread of risk, the 
lower the cost to the policyholder. 

Equally important, as use of the 
new policy becomes more wide- 
spread, it will be possible to make 
policy refinements—and to finance 
the loss prevention activities that 
play an important part in modern 
insurance operations. 

This Office Contents Special 
Form has already stimulated exten- 
sive interest among executives of 
business and industrial concerns. 
By the time you read this, the pol- 
icy should be officially available in 
all states, the District of Columbia, 
Alaska and Hawaii. m/m 
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VENETIAN BLIND CO. 





"ational Accounting Machines save $44,880 a year 
—return 102% on investment annually! ’_castean VENETIAN BLIND COMPANY, Baltimore, Md. 


‘Makers of Eastern’s Star, the heavenly new venetian"’ 


“The money National Accounting Ma- 
chines save us—and the valuable infor- 
mation they furnish so promptly —have 
been helpful to us in maintaining our 
position in this field. We estimate our 
$44,000 investment in National ma- 
chines is returned to us in savings at the 
rate of 102% annually. 

“Our Nationals do a particularly out- 
standing job on Payroll, Accounts Pay- 


able, Cost Distribution, Sales Analysis, 
Accounts Receivable and Age Analysis. 
“It’s easy to shift from one accounting 
job to another on Nationals. Training is 
easy, and the automatic machine features 
relieve operators of repetitive effort.” 


be I Revlon 


President 


THE NATIONAL CASH REGISTER COMPANY, pvayrron 9, on10 


989 OFFICES IN 94 COUNTRIES 
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In your business, too, National 
machines will pay for themselves 
with the money they save, then 
continue savings as annual profit. 
Your nearby National man will 
gladly show how much you can 
save—and why your operators 
will be happier. 

















Small office 
postage saver 


oo OEE 





Rite ; 


e This new, low cost PB Model | 
1900 Mailing Scale was designed aor | 
to make mailing easier, and save 
postage in the small office. 

e The 4900 weighs accurately, ~ 


1 


and quickly, from *2 oz. to 1 Ib. 


The cylindrical postage computer 
shows clearly postage required 
for any class of mail. 
e Stops waste of postage through im 
y0st model up to 70 lbs. Ask the 
overpayment ...and also prevents I - PB ‘ } 0 
5 nearest otfice to show you. r 
underpayment, and theannoyance jgpaee , : 
of lette pa arriving ‘Postage Duc ¥ send for free illustrated booklet. 
e Six PB scales for every mailing ; 
: © FREE: Handy deskor wall chartof Postal 


requirement, including a parcel Rates, with parcel post mapand zone finder, 


Pitney-BoweEs, Inc., 4588 Walnut St., Stamford, Conn. 


Made by the originators of the postage meter . . . offices in 96 cities in U.S. and Canada, 


@ pitney-nowres Mailing Seales 
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SUPERLATIVE NEW CRAMER 
EXECUTIVE CHAIR... 


Superbly comfortable, handsomely 
designed and upholstered — 

YOUR chair if you enjoy the best. 
Deep foam cushions support gently 
while you’re relaxed or alert; 
exclusive Cramer engineering features 
translate each bodily command into 
smooth, effortless movement. And 

of course this outstanding new chair 


adjusts to YOUR comfort... 


wo 


SEAT HEIGHT SEAT DEPTH 





Ask your Cramer dealer, 
BACK HEIGHT 





or write us for his name 


AUTOMATIC 
TILT-ACTION 
CONTROL 





POSTURE CHAIR 





ras 
7 
‘ COMPANY, INC. 
move, __ 
- oe Dept. MM, 1205 Charlotte, Kansas City 6, Mo. 
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Electronics: 
(Continued from page 37) ¥ 

There is, however, a compromise 
course of action that can be used 
to obtain the advantages of both | 
the practical and visionary ap- / 
proaches. This compromise con- 7 
sists of, first, carrying out the plan- ¢ 
ning for the visionary approach, 7 
then applying the practical ap- | 
proach as an interim step in put- 
ting the long-range system into 
operation. 

It is possible to make a long- 
range survey without actually get- | 
ting into block-diagramming and 
development of machine instruc- | 
tions. In the process of conducting 
such a survey, it will be necessary 
to itemize the installation steps 
required to attain the desired goal. 
It will then be possible to deter- 
mine whether some or all of the 
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Rolla R. Ross has been connected with 
Joseph T. Ryerson & Son, Inc., since 
1947, previously served on the sales 
staff of IBM Corp. He holds an M.S. 
degree from the University of Illinois, 
has continued his education in the 
field of electronics through a number 
of specialized training programs. He 
is a lecturer on automatic computers 
for business systems at Illinois Insti- 
tute of Technology, and member of 
the Chicago Chapter of the Systems 
and Procedures Association. 





immediate benefits of the practical 
approach can be gained through a 
carefully directed interim step in 
moving toward the ultimate goal. 
Even if it is found that the prac- 
tical approach cannot be included 
as an interim step in the visionary 
approach, there is an advantage to 
be gained through this compromise. 
The advantage is that, through the 
detailed study, management will 
have provided itself with a full 
realization of the risks involved in 
anything: less than a long-range 
approach to electronics. m/m 


MANAGEMENT METHODS j 


APPLYING RECORDAK MICROFILMING TO BUSINESS ROUTINES—No. 22 IN A SERIES 
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page 37) 
promise 
be used 


| “Like having the 
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he plan. f ; 
oproach, > | 

ste) COUrthouse 1n 
-m_ into 


vm! ~—6Our files” 


ally get- 
ing and 
instruc- 
ducting 
ecessary Taking pictures of courthouse records 


n_ steps with a Recordak Microfilmer—and 

ed goal. storing the films at the finger tips—saves 
0 deter- hundreds of man-hours for Cass County 
| of the Abstract Office, Cassopolis, Michigan. 


ted with 


c., since § 

‘he sales 

an M.S. 

F Illinois, ; 

} in the Ends costly hand copying of deeds, mortgages, liens and It’s much easier—and safer—to prepare abstracts of title 
number other real-property records which are filed daily at the from Recordak Microfilm copies than from handwritten 
ams. He courthouse. Now, one clerk does the ‘daily take-off” extracts. No abbreviations to figure out. No omissions or 
mputers in a few minutes with a Recordak Microfilmer . . . gets copying errors to worry about. No trips to the courthouse 
ris Insti- photographically accurate and complete film records for'a to check signatures. Every detail of the original document 
mber of fraction of a cent each. These ars filed in the office in just is projected sharp and clear in a Recordak Film Reader 
Systems © 2% of the space required for handwritten copies. ... easy for typists to follow. When complete documents 


are required in preparing abstracts, photo enlargements 
are made directly from the microfilms. 


eed 
= R | a L Uy f & f) yi K Just another example, this, of how Recordak Microfilming 


cuts costs, builds business. Chances are it can do the same 

















; (Subsidiary of Eastman Kodak Company) for you. 

ractical : 
ad originator of modern microfilming— and its application to business routines 

e 1 
ME OORT es nrc mie trse eins eal MAIL COUPON TODAY———————————————————-———- 
1e prac- 
acluded RECORDAK CORPORATION (Subsidiary of Eastman Kodak Company) 
we a ee 415 Madison Avenue, New York 17, New York F-11 
‘tage pf FREE booklet, Gentlemen: Please send free copy of “Short Cuts that Save Millions.” 
es & ame “Short Cuts that Save Millions,” 

rae shows how routines like yours have Name Position 
ug a6 been simplified in thousands of com- 
nt will panies; how Recordak Microfilmers Company 

a full are designed for all requirements . . . 
Ived in | give you up to 80 pictures for 1¢. Serept 
g-range City State 
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As efficient as my streamlined kitchen,” his wife said © 








His wife knows why he gets home on time now! 


New Work-Organized Desk (a beauty, too) is 
really amazing help in getting day's work done 


7 
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Leave it to a woman to quickly note and 
appreciate work-saving efficiency. But it’s the 
man behind the new Shaw-Walker Work- 
Organized Desk who profits. He gets away from 
the office earlier and is less tired. 

Ingenious Work-Organizing drawers provide 
space for letter trays, paper folio, card files, 
binders and other items that clutter the top of 





ay “Built Like a 


GHAW-WALKE 
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ordinary desks. And imagine 
this! There’s even drawer space 
for your telephone and waste- 
paper. Really ingenious! 

With the desk top clear and 
everything efficiently organized 
in the drawers you just can’t help but do more, 
easier. An office equipped with Work-Organized 
Desks is a far more efficient operation. 

The 292-page Shaw-Walker ‘Office Guide’’ 
pictures, describes and prices 86 models of 
color-styled Work-Organized Desks and 5,000 
other items. Ask our local branch store or 
dealer or write Muskegon 12, Michigan. 


Largest Exclusive Makers of Office Equipment 


Muskegon 12, Mich. Representatives Everywhere 
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How to handle a NAW ee 


The competition for space and time of news media is tighter 


by Bill Ruder and David Finn 
Ruder & Finn Associates, New York City 





than ever. That's why it takes specialized knowledge now to 


handle even “routine” news releases—and get results. Here 


Most executives don’t stop to real- 
ize that many of the actions of their 
companies contains news value— 
and thus public relations value. 

Take the case of the two firms 
that merged recently. Weeks were 
spent working out every aspect of 
the merger, but not until the day 
before it was to take place did the 
managements of the two firms think 
of sending releases to the newspa- 
pers. At that point, it was too late 
to do an effective, well planned 
publicity job. 

A company doesn’t have to merge 
to make news. A new product, the 
acquisition of a new building, an 
executive promotion, a trip by the 
sales manager, a speech by the 
president—these and hundreds of 
other company actions represent 
public relations opportunities. But 
every day companies are leaving 
these opportunities unrequited. 

At the other extreme are the firms 
that send out bushels of news re- 
leases at the drop of a hat. These 
are often long and detailed “news” 
stories written solely from the com- 
pany’s own point of view and with 
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are some tips that will help your company to do a better job. 


little consideration of editors’ or 
readers’ requirements. 

Editors are constantly seeking 
news and feature material to fill 
their columns. But editors resent 
material—contributed by the non- 
press-wise company—that merely 
consumes their time and helps to 
fill their wastebaskets. 

It costs money to operate a news 
medium. Newspapers, magazines, 
radio, television and other media 
are finding that now as never be- 
fore their costs are mounting. Edi- 
tors cannot afford to staff their 
papers with sufficient personnel to 
select, evaluate and rewrite all of 
the material they receive—espe- 
cially when so much of it is badly 
conceived, based on poor judgment 
—or even sent to the wrong editor! 
An ever-increasing volume of news 
that “might have been” is instead 
disposed of—simply because editors 
can use only the small portion of 
material that is properly designed 
for their needs. 

The result is this fact: if a com- 
pany wants editorial attention to- 
day, it must possess the services of 


specialists or professionals in the 
field. This is the role of the public 
relations man—be he a full-time or 
part-time PR specialist within the 
company, or an outside PR counsel. 
The only alternative for the execu- 
tive who does not have such spe- 
cialists available to him is for him 
to become expertly qualified in the 
area, himself. 

Actually, the techniques of news 
handling are not difficult to master 
—but most executives inexperienced 
in this function find it difficult to 
stick to the rules. One rule, for ex- 
ample, is that the editor knows best 
what his needs are. Yet many an 
executive—and some PR specialists 
too—have caused antagonism and 
poor press relations by attempting, 
for example, to persuade a reluctant 
editor to use a release once it has 
been turned down. 

The first step in preparing a news 
release is to know what makes 
news. This knowledge usually re- 
sults from experience, either in pub- 
lic relations or on the other side of 
the desk, in the field of journalism. 
Generally speaking, news is any 














( Advertisement ) 


Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 

one of its type, is being offered by | 
Business Electronics Inc. Designed for | 
people without technical training or 

experience, it is based on a similar 

course members of the firm developed 

and are teaching at a large University. 

Students are taught to develop and pro- 

gram electronic systems for business | 
problems such as Payroll, Accounts Re- 

ceivable, Inventory Control, etc. for a | 
theoretical electronic computer called | 
BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of | 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. ‘“Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience 
for only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational Divi- 
sion, P.O. Box 3330 Rincon Annex, San 
Francisco, Calif. 
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INVESTIGATE 
Before you BUY 
Visible Equipment 
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Sig-Na-lok® 





PATENTED 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 





Westport, Conn 





' Please send free Booklet on SIG-NA-LOK. : 
1 1 | 
gp NOME oan eeeeece ccs eesssnecssnecsnenssnteceneenseecssesensoneessaneeds a | 
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: Company eer Dy 
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timely piece of information that is 
of interest value to the general pub- 
lic, or a segment of the public.® 
Particularly in business and indus- 
trial public relations, it is well to 
remember the maxim that “names 
make news.” 

Knowing what makes news is 
important; but it is only the begin- 
ning. Here are some tips in the 
various other areas that must be 
covered if company news is to be 
turned into effective public rela- 
tions. 

News sources: In your company 
there is at least one person well 
qualified to ferret out good news 
material. This person should be as- 
signed the job of news gathering. 
He may be the president—or he 
may be someone who is not in the 
executive hierarchy at all. In many 
companies, the editor of the em- 
ployee newspaper serves double 
duty by gathering information for 
outside publicity releases. 

The news gatherer should be sup- 
ported in his job in every way pos- 
sible—through assistance, through 
company policy, and through work- 
able procedures. He should be kept 
informed. He should be both 
guided by management, and have 
management's ear in presenting his 





* One public relations agency has compiled a 
*“‘“Guide for Finding Good News Stories.”’ It 
lists such items as company history, activities 
personalities, policies, research projects, promo- 
tions, employees, slogans, symbols, and com- 
munity participation—with a breakdown under 
each heading. Copies are available on request 
to the authors of this article, care of MANAGE- 
MENT METHODS. 
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Example of a good news 
release. Note clean, simple 
design, ample space for 
editor to add headline. _ 


ideas and his publicity suggestions. 

Release lists: A news release can 
be no better than the mailing list 
used to distribute it. Companies 
most successful in news handling 
maintain what is known as a media 
profile. This is a listing of publica- 
tions broken down into various 
vategories, so that releases are sent 
to only those categories in which 
they really apply. 

One industrial ceramics firm has 
given especially strong emphasis to 
the importance of its publicity mail- 
ing lists. The agency handling this 
company’s public relations program 
has been instructed to maintain ad- 
dressing plates for all types of gen- 
eral and specialized publications 
related to the industrial ceramics 
business: architecture, business, 
chemicals, banking and engineer- 
ing—to new products, industry, 
schools, traffic and warehousing. 
The number of publications in each 
of these categories runs from 10 
in the new products field to 82 in 
the industry field. And the lists are 
not restricted to publications: they 
include also associations and -other 
organizations that the firm considers 
to be part of its “public.” The total 
lists consists of 585 names. 

One advantage in having such 
detailed and diversified lists is that 
the average company’s activities 
have many ramifications, reaching 
far beyond the limits of local news- 
papers and trade publications. 
Many firms owe their wide-spread 
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News From 


RELEALE NO thal 


TEMCO AIRCRAFT CORPORATION 


STONEY 4. CARTIER, Dirsciss of Pebtix Retorinne 


adie Hiler, one of 





RELEASE 


Aivceraft Corporation's first employees, 


has been promoted te the position of Assistant Manufacturing Manager 


at the Temco Daiias, Texas plent. 
Niier will share Nis new post 
acturing Manager, Dor 
epattments st the Dallas pias 
wing areas: Sowing G-to Art 
Wing, Lockheed F-104 wi 
Phote Nose, iectricsl ant Paint 
ny has Career with 
iiler atso hae sean service 


rporaiion at Hashville and San Ciego, 


with the present Assistant Manu- 
Formerly a superintendent over nine 


» Miler now has responsibility for the 


with North American Aviation, inc,, 


This release could be im- 
proved by less distracting 
heading, use of more open 
space on the page. 


Fuselage, McDonnell FIN AMt Fuselage 
mANeLi FeiOl Fusetege and &F-10i 
Departments and industrial Engineering, 


Douglas Alrperaft Company in April, 1946, 


and 


After NAA, ceased tts Galias operations after the end of W.¥, 
t r ined t ewly formed Texas Engineering and Manufacturing 
~~ how 6 tt aviation industry as Temeo Aircraft Corpeora- 
+ hie 5 * 
ting witf f si foreman, Hiler was advanced in 
t upyer intencent ¢ ait fiftary overhaul operations, « position 


ent pr tion. ince 


alias plant. 


reputations to a detailed and care- 
fully prepared media list. Of 
course, maintaining the mailing list 
on an up-to-date basis is vital. 
Writing the release: A press re- 
lease should be short and to the 
point, generally a single page of 


double spaced typing. Seldom 
should a release be longer than two 
pages. 


The first sentence should tell the 
basic story. The opening paragraph 
should contain all of the basic facts 
as to who, what, where, when, why, 
and how. Then the following para- 
graph, written in short sentences, 
should unfold the additional facts 
in orderly sequence. 

Once the release has been writ- 
ten, it should be carefully edited to 
make certain that no tangential 
facts or unnecessary details have 
been included. 

The news release form: Despite 
the array of colorfully printed news 
release forms, experience shows 
that releases that are designed with 
simplicity and good taste, or with 
no printed heading at all, make the 
best impression on editors. Fancy, 


starting with Teece 


ferent Limes for nesrly every manu- 


flambuoyant forms tend to antago- 
nize the editor—who feels that the 
sender is attempting to catch his 
attention with the design of the 
form, rather than with the story 
itself. 

Regardless of form used, every 
release should contain certain basis 
information: mailing or release 
date; name, address and telephone 
number of your company; and the 
name of a person in the company 
who can be called on for additional 
information. 

Illustrations: Photographs or other 
visual material may add measurably 
to the effectiveness of a news re- 
lease provided they are directly ap- 
plicable. As with news releases 
themselves, news photos require 
specialized skill. They should be 
authentic, produced with sharp 
contrasts, and not re-touched. They 
should not be mere adaptations of 
advertising photos—with _ profes- 
sional models and everything pre- 
cisely in place. Instead, they should 
show the product or person or hap- 
pening exactly as it is. 

Editors know that most of their 
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public relations firm of Ruder & Finn in 1948. 
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"PLAIN OR PRINTED TO 
FIT YOUR SPECIAL NEEDS 


Smith A 
PROJECTING SIGNALS 


Quality—Size 
— Service 


\ 









Save time and work by flagging vital 
information with easy-to-use Smith 
P Signals on original records... Larger 


sizes enable you to apply signals to 
double top folders, pressboard items as 
well as cards or letter paper. 
Smith Signals are sturdier, last longer. 
Made of hard tempered steel, the jaws 
have stronger grip. 
Available in %” to 2”. widths. Choice 
of 12 plain colors or printed alphabet- 
ically, by numbers, months or states. 
Special imprinting available. 

See your office supply dealer 


or write 


CHARLES C. SMITH, INC. 


XETER, NEBRAS 




















For more than 50 years, a complete line 
of time-saving signals and indexes 
i 
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3% 
jumping ; Oxford 
' PENDAFLEXER 


ends jumping up and 
down to refer to filed 
material in distant 
filing cabinets 









e convenient 
e saves time 
e saves energy 


Pendaflexer can 
be wheeled alongside 
desk. Newstyle hanging 
Pendaflex folders give 
quickest reference. 


dimensions: 

28%” high, 13%” wide, 244%” long. 
PSS RRR EES 
Clip coupon for catalog, name of dealer 


Oxford Filing Supply Co., Inc. 
11 Clinton Road, Garden City, N. Y. 





Address. eile 


City, State. 
Bw eeeee Se 
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wo USE 
LOOKING, 


: OSCAR... You \ 
AN'T SEE MY 

(. PAYCHECK 
THROUGH THIS 
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PAYCHECK ‘‘OUTLOOK'' 
ENVELOPES 


Eliminate Time and Expense of Ad- 
dressing, also chances for Errors. 
Paycheck “Outlook” Envelopes are 
absolutely opaque. 
Essential when 
wages are paid by 
check. Nothing 
shows but the em- 
ployee’s name. This 
improves personnel 
K relations. 


Send for Samples 
and Prices Today 


NRITE TODAY: 


OUTLOOK ENVELOPE CO., Est. 1902 


Originators of “Outlook” Envelopes 
1001 W. Washington Blvd., Chicago 7, Illinois 
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How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


vw Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

vw Simple to operate — Type or Write on 
Cards, Snap in Grooves 

vw Ideal for Production, Traffic, 
Scheduling, Sales, Etc. 

vw Made of Metal Compact and Attractive. 
Over 100,000 in Use 


Full price $49>°° with cards 


| 24-PAGE BOOKLET NO. M-400 
Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 
55 West 42nd Street © New York 36, N.Y. 
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readers prefer to look at a picture 
than to read printed words. Thus, 
an editor is more likely to accept a 
news release if it is supplemented 
by a good photograph, and readers 
are more likely to give your pub- 
lished news their attention if a pic- 
ture appears with it. 

Care should be taken in the se- 
lection of photographs to be used 
for publicity purposes. Candid, 
action photos are good; stilted, 
posed photos are bad. However, if 
a release deals with an individual, 
such as an executive who has been 


promoted, a head and _ shoulders 
portrait is best. 

Whenever possible, photos sup- 
plied to newspapers and magazines 
should be full size—8” x 10’—and 
printed with a glossy finish. A brief 
caption or identification should be 
attached to the photograph itself— 
pasted to the back, then folded. 

Frequency of release: Send news 
releases whenever you have news— 
but only when you have news. Re- 
leases containing trivial items blown 
up to appear important serve only 
to cause the editor to lose confi- 
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What About The Press Conference? 


It’s as important to know when not to have a press conference as when to 
have one. The rule to follow: if news can be properly disseminated in a 
simpler way, then don’t have one. The press conference technique should 
be reserved for only big or complex stories. Its purpose is to provide 
reporters and editors with a direct, face-to-face presentation of the facts, 
and a chance to ask questions. 

There’s a big distinction between a press conference and a press party. 
The conference is for vital news you want to break at a particular time. 
A press party has no such immediacy; the news presented is usually of a 
feature or background nature, like a tour of your plant or offices. Primary 
aim of the press party is good will and prestige for the company. 

Be prepared for problems. Chances are you'll need an additional few 
hundred dollars over what you’ve budgeted. And youll find that only a 
fraction of the invited members of the press will attend. 

Timing is important. Check to make sure no important competing event 
is scheduled for the same day. Tuesdays, Wednesdays and Thursdays are 
best; mornings for daily newspapers, lunch or cocktail hours for general 
attendance—including trade and consumer magazine editors. Special events 
may require a dinner. Whatever the time, make a schedule and stick to it. 
Keep the conference moving, and keep it brief. 

The locale may make a difference. A financial story for dailies can be 
told just before noon at a good, convenient hotel—with no frills. Plan 
something unique if the meeting is for women’s page editors (one company 
introduced a new product at a “cook-out” in a Greenwich Village garden). 

Provide the press with something they can take back with them, prefer- 
ably a press kit of written information. If it’s a big group, it may help to 
prepare special kits marked “financial,” “radio,” “industrial publication,” 
and so on. 

Good photos should be provided, but be prepared for requests for 
special or exclusive photos. If possible, give special attention to providing 
for photo or newsreel setups for action pictures covering products and 
personalities. 

For dramatic effect, extend invitations by wire, or try something “dif- 
ferent”—a woodcut invitation to a conference introducing a new wood- 
cutting kit, for example. Send invitations 10 days or two weeks in advance, 
follow up with personal phone calls two or three days before the event. 
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Seldom does ‘cheesecake” add value to a news photo. The example at right, 
although obviously posed, does better job of highlighting product features. 


dence in even the important news 
that you send him. 

This does not mean that releases 
should not be sent at regular and 
frequent intervals provided they 
contain something of interest and 
value to the readers of publications 
on your list. A good news release 
clears a path of acceptance for the 
next, regardless of the time inter- 
val between them. 

Timing of stories: A single project 
can sometimes be the subject of a 
series of releases. For example, one 
company conducted a contest pri- 
marily for the purpose of stimulat- 
ing interest in its new product. A 
release was distributed announcing 
the decision to conduct the contest; 
another announced the judges, a 
third, the beginning of the contest; 
a final release, with pictures, fea- 
tured the contest winners and de- 
scribed their prizes. 

Speed is an important factor in 
releasing news. Generally speaking, 
it is good practice to mail releases 
at least two days ahead of the re- 
lease date, so that the editor re- 
ceives the story at least one day 
before it should appear in the 
paper. Never use a news release as 
a followup to an advertised an- 
nouncement; news should always 
break first in the editorial section, 
then, if appropriate, in an adver- 
tisement. 

Clipping services: How do you 
measure the acceptance of your 
news releases, and their effective- 
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ness? Although there is no wholly 
satisfactory means of accomplish- 
ing these purposes, the most ac- 
ceptable is through the use of clip- 
ping services. 

Most clipping services specialize 
in a given area; some concentrate 
on dailies, some on weeklies; some 
have national scope, others give 
only regional coverage; some clip 
the general press, others concen- 
trate on trade journals. 

Generally speaking, a clipping 
service can be obtained for approxi- 
mately $12 a month with an addi- 
tional charge of about 15¢ for each 
clipping sent to you over a certain 
quota per month. All public rela- 
tions agencies subscribe to such 
services on behalf of their clients. 
Studies have shown that clipping 
services are able to locate only 
about 10% of the stories published 
on the basis of a given release. 
However, such samplings are a 
gauge to the effectiveness of your 
news releases. 

Far more important, the clipping 
service provides you with an op- 
portunity to merchandise your pub- 
licity. Every major release that 
appears in print should be called 
to the attention of the people with 
whom you do business. Companies 
experienced in handling publicity, 
for example, distribute reprints of 
their clippings to their salesmen. 
Reprints of news stories have been 
proven to be valuable selling 
aids. m/m 





ORE more hour 


of DANGER! 





The return of shorter days is a 


reminder that darkness means 


added hazards to people 
and property. To protect life and limb, 
investigate, and invest in, CARPENTER- 
LIGHTS ... one for every need. 


“PORTALITES” 
For applications requir- 
ing high-intensity, port- 
able searchlights or 
work lights, CARPEN- 
TER’S ‘Portalites” are 
highly recommended. 
Many types and sizes to 
choose fron. Illustrated 
model has rechargeable 
battery and two-way 
switch giving choice of 





mile-range searchlight 
: or 24 hour continuous 
——_— work light. 
“AUTOMATALITES” 
The _ finest protection 


against panic and iniury. 
Automatically, instantly, 
illuminates large areas 
or pinpoints critical con- 
trols with two powerful, 
sealed-beam floodlights. 
Essential wherever peo- 
ple congregate or where 
vital operations must go 
on. Many types, includ- 
ing explosion-proof and 
remote control, avail- 


able. U/L APPROVED. 








NE | “HYDRO-CAPS” Send for details about 

* these marvels that return the water to 
your batteries. Cuts maintenance costs, prolongs 
battery life. Use readers card or write direct. 


CARPENTER 


Manufacturing Company 
260 Bradley St., Somerville 45, Mass. 
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VARiIGRAPH 


LETTERING INSTRUMENT 









Peed 
LETTERS EXACT SIZE TO 
FIT YOUR JOB 





After only a few minutes of practice, anyone can 
do crisp, professional hand lettering with a Vari- 
graph. All you do is move a stylus along the 
letiers-in a grooved templet. Work is always 
clearly visible. More than 600 variations in size 
and shape of letters may be produced from one 
templet—126 templets and lettering styles. Letter 
with either pen or pencil. Letter directly on paper 
offset plates. Varigraph is built to watchmakers’ 
precision, and guaranteed to deliver a long life 
of service. It will pay for itself many times over 
in a short time. 


Write Dept. M3 today for a FREE Trial 
VARIGRAPH CO., INC., Madison 1, Wis. 
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inventory with this remarkable “how-to” book 


THE FIRST BOOK ON SCIENTIFIC INVENTORY CONTROL 


WRITTEN FOR THE PRACTICAL OPERATING MAN 


HERE IS THE FIRST and only book on mathematical inven- 
tory control written for the man who must do the job 
himself. It is not a text book—nor is it a theoretical study. 
Instead, it plunges directly into the heart of your problem— 
HOW MUCH to make or buy, and WHEN to make or buy 
it. 

Scientific Inventory Control shows how modern business 
mathematics can give you the answers to these questions— 
but you don’t have to be a mathematician to read and use 
this handbook. 86 easy-to-understand tables and figures 
“lead you by the hand” through proved-in-use formulas 
that are now being used to control inventory in dozens of 
well-managed firms. 

You will—find valuable guides on how to establish the 
proper safety margins to avoid out-of-stock situations . . . 
how to evaluate the quality of lead-time data . . . how to 
compute order quantities when usage is variable . . . how to 
. . how to make a 


scientific inventory study. And you'll understand the prac- 
tical language because Scientific Inventory Control was 
written by a practical operating man—Evert Welch, Direc- 
tor of Procurement, Aeronautical Division of Minneapolis- 
Honeywell. 


Don’t pay unless you’re satisfied 
You can prove to your own Satisfaction that this new book 
will save you money—without risking a cent. Glance at the 
table of contents below. If the subject matter seems to fit 
your firm’s problems, fill in the coupon below or the order 
card bound into this issue of MANAGEMENT METHODS. 
We will send you your copy of Scientic Inventory Control 
promptly. Examine the volume for 5 days, test out a few 
of its formulas, satisfy yourself that you can use it profitably 
to reduce inventory levels. Then, if you are completely 
satisfied, send us a check for $12.50. Otherwise, return the 


handle the quantity discount problem . 





Introducing Scientific Inventory Control 
Why formulas are advantageous in 
the determinations that create inven- 
tory. Why the usual approaches may 
result in early mortality of programs 
that appear entirely sound on paper. 
Distribution-by-value in inventory 
How to analyze inventory in terms of 
relative annual usage to properly al- 
locate emphasis to its various parts. 
Working and safety stocks 

How to identify the two segments of 
any inventory . .. the segment that 
provides stock for usage, and the seg- 
ment that protects against stockout. 
An initial approach to the order quan- 
tity decision 

How to make cost reductions in work- 
ing inventory, or in number of orders 
without making the usual studies of 
costs of carrying inventory or costs 
of placing an order. 


The usual approach to scientific order 
quantity formulas 

How to derive the standard formulas 
from cost data and how to determine 
the proper values for that data. 
Order quantity formulas, tables, 
graphs, nomographs and rules 

How to make and use a large variety 
of tools for the determination of or- 
der quantity. 

Order quantity formulas under vari- 
able unit costs or quantity discounts 
How to modify order quantity deci-: 
sions where there are tooling or setup 
charges, or where the price changes 
at fixed quantity discount points. 
Order quantity formulas under vari- 
able usage 

How to use order formulas where the 
projected usage is a variable. 





PARTIAL TABLE OF CONTENTS 


Order quantity and the electronic data 
computer 

How the computer of the future will 
make analyses, with particular em- 
phasis on the decisions that are now 
economical only on an intuitive basis. 
Scientific order quantity summarized 
Why the scientific order quantity for- 
mula is gaining acceptance through- 
out industry . . . and how to antici- 
pate some of the problems that will 
be met in its introduction. 

‘The scientific reorder point theory 
Why the reorder point decision is im- 
portant in inventory . . . and how it 
creates a buffer stock for the reduc- 
tion of inventory failures. 


The importance of leadtime in the re- 
order point problem 

How to evaluate the effect of the 
quality of leadtime data in the deter- 
mination of reorder points. 

The importance of usage in the re- 
order point problem 

How to evaluate the effect of the 
quality of usage data in the determina- 
tion of reorder points. 

The importance of order frenquency in 
the reorder point problem 

Why stock failures as a percentage of 
the number of orders is only a partial 
answer in the modern problem of 
satisfactory inventory performance. 


Safety stock formulas and their use 
How to look at present practices in 
terms of a formula for manual or 
data computer use . . . and how to 
make refinements for over-all im- 
provement of inventory performance. 
Making an inventory study 

How to make use of scientific prin- 
ciples in a typical application. 
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book without obligation. 


Why Your Organization 
Needs This Book 


Not only does this book give you the 
complete step-by-step procedure for 
applying, to your own needs, the mod- 
ern methods of inventory control 
which are now being used so profit- 
ably by progressive firms in many 
fields. It is also the first and only book 
to make the accuracy of scientific con- 
trol methods practical for the operat- 
ing man who has not “majored” in 
mathematics. 

There is nothing else like this volume 
in print. Its value to you will be clear 
in even a few minutes’ examination. 
We invite you to see “Tested Scien- 
tific Inventory Control” now, without 
cost or obligation to keep it unless you 
agree it will be worth many times its 
cost. The enclosed postage-card will 
bring your free-examination copy by 
return mail. 


Management Publishing Corp. 
22 West Putnam Avenue, Greenwich, Connecticut 


Please send me a free-examination copy of 
SCIENTIFIC INVENTORY CONTROL. Af the end 
of 5 days, | will either return the book, or send 
you, $12.50. 


errr 


Firm Name .... 
Street Address 
City & State .... 


Bill my company........ 
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3 Insert magical 
Me ~— SPRING - DEX and 
4 revolutionize your 
present records 
without transfer — 
make them visible, 
efficient, time and 
dollar saving. 
SPRING-DEX  visi- 
bility saves up to 
: 50% the clerical 
“Search-time’’ costs demanded by conventional 
records. Install in any housing and enjoy the ad- 
vantages of vertical and visible. 











YOU GET speed —locate at a glance —refile in seconds. 
YOU GET accuracy — filing errors eliminated with 
SPRING-DEX. 


YOU GET low cost —a small fraction of the cost of 
visible cabinets. 


YOU GET simplicity — easy to install on any card, in 
any housing. 


COST IN PENNIES: SAVINGS IN DOLLARS: INSTALL SPRING-DEX! 


Effective Tools for 
Effective Management 
Write Today for Free Descriptive Booklet 


WASSELL ORGANIZATION, INC. 





Westport, Conn. 
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How’s your 
letterhead? 


Get your free copy of Letterhead 
Logic, our brochure containing a 
list of letterhead ‘‘musts’’. Check 
your stationery against this list, 
which has been prepared by ex- 
perts for your guidance. 

Learn how HILL, with its 42 
years experience, can create a new 
letterhead with greater sales ap- 
peal! See how HILL can give you 
stationery you'll be proud of; that 
reflects the prestige of your com- 
pany; that costs surprisingly little! 

Letterhead Logic is free to users 
of 5,000 or more letterheads yearly. 
For your copy, just jot down the 
amount of stationery you use on 
your present letterhead, and mail. 


If it’s worth seeing, put it on a Hill 








roo.H. HELL, inc. 


270 M-73 Lafayette Street 
New York 12, New York 


Please send a free copy of LETTERHEAD LOGIC. We use 
( ) letterheads a year. 


Name 








Company 
Address 
City. Zone. 
State 

















Fine Letterheads & Business Cards Since 1914 
(circle 792 for more information) 





thought starters 


Thought Starters deal with “practical solutions to administrative problems.” 


The Editor invites contributions—which are paid for at our normal space rates. 


PUBLIC RELATIONS 


Personal public relations 
kit for sales executives 


A “packaged public relations 
program” for the individual is de- 
signed for sales executives and per- 
sonnel. Its purpose is to create con- 
tacts when none exist, and to de- 
velop present contacts into friendly 
customers. 





The “package” contains personal- 
ized correspondence cards in 10 
categories: Anniversary, Apology, 
Birthday, Condolence, Congratula- 
tions, Contacts, Get Well, Meeting 
New People, Miscellaneous, and 
Thank You. They are personally im- 
printed with matching envelopes. 
Personal data cards are provided to 
keep a record of contacts and their 
families, with monthly and cate- 
gory indexes. 

For more information, circle num- 
ber 848 on the Reader Service Card. 


VACATIONS 


Year-end vacations 
offered at no extra cost 


The Northrop Aircraft, Inc., of 
Hawthorne, Calif., provides its em- 
ployees with a Christmas week va- 
cation at no extra cost to the com- 
pany. This bonus vacation is given 
in addition to the regular annual 
vacation. 

The extra vacation is achieved by 
means of a unique distribution of 
normal paid holiday and sick leave 
time. According to John B. Clark, 


industrial relations director, the 
company should allow each em- 
ployee 168 paid hours annually for 
all reasons. By cutting the number 
of paid holidays and the sick leave 
allowance, he was able to devise 
this vacation schedule: 





Typical annual vacation plan 


Annual vacation .......... 80 hours 
Annual sick leave .......... 40 hours § 
Six paid holidays: Christmas, 
New Year, Memorial Day, 
July 4, Labor Day, Thanks- 
ee ere ere ee 48 hours 
PECAN eee Chrisie eretea ‘a 168 hours 


The Northrop plan 


Annual vacation or sick leave 96 hours 


Year end vacation ......... 40 hours 
Four paid holidays: Memorial 
Day, July 4, Labor Day, 
Thanksgiving ............ 32 hours 
jE eee oe 168 hours 





Benefit of the plan to the com- 
pany is difficult to estimate. How- 
ever, absenteeism, which ordinarily 
is high around the holiday time, is 
cut sharply. The company also 
benefits from higher production 
which occurs after the workers re- 
turn from their year-end vacations. 
Morale is boosted also, particu- 
larly among workers with families. 
Christmas provides an ideal vaca- 
tion time for them because it 
affords them an opportunity to 
spend time with their children, also 
on vacation from school. 

The company initiated the year- 
end vacation program in 1946. This 
past year, all employees left at the 
end of their shifts on December 23, 
and returned to work Tuesday, 
January 3. To make up the extra 
day, Monday, January 2, many em- 
ployees worked Saturday, Jan. 7. 

The hourly paid personnel re- 
ceive a check for 40 hours for the 
vacation period. Salaried personnel 
receive a regular weekly paycheck. 
Both checks are distributed on the 
Jast day before the vacation. 
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A clever mechanic can get along with practically 
no tools at all—if he has to! But he works faster, and 
does a better job when he has a wide variety of tools 
to choose from. 


The Roytype Representative, like a good mechanic, 
has many tools to work with. He is trained in their 
use. He has had great practice in how to apply them. 
His home office gives him seasoned guidance. 


Is it a question of inked ribbon? Of carbon paper? 


He knows exactly what to suggest for all types of 
typewriters, bookkeeping machines and duplicating 
processes. 


In fact, the Roytype Representative is a trained 
expert ...a member of an organization which is part 
of the largest typewriter manufacturer in the world— 
Royal Typewriter Company. He will help you get out 
the best possible work ... at the lowest possible cost. 


® Roytype®... quality supplies 
for all business machines 





Roytype, a department of Royal Typewriter Company, a Division of Royal McBee Corporation 
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“i'm tempted to get a 
postage meter?’ 


“Fine thing! Executive secretary, 
take 120 words a minute, and here 
* lam— sponging and sticking stamps, 
and thumping envelope flaps... If 1 
have any influence in this joint, we’ re 
going to have a postage meter!” 
Even the smallest office can afford 

a postage meter these days—the DM, 
desk model. Small, light, inexpensive, 
yet the DM’s a real postage meter. 
Saves time. Saves postage. And saves 
trips to the postoffice—and always 
having the right postage on hand is a 


big convenience. 
With the DM, you print postage 
as you need it. No technique needed 





e PITNEY-BOWES 
— Postage 
= Meter 


Offices in 95 cities 
in the U.S. and Canada 


—insert envelope, dial amount of 
postage wanted, press lever, and your 
letter is stamped and postmarked. 
You can print a small ad of your 
own with every meter stamp, if you 
like. Also print postage for parcel post 
on special tape. And the DM also has 
a moistener for sealing envelopes. 
Metered mail, 
postmarked, takes less time in the 


being already 
postoffice, can often make earlier 
trains and planes. 

A DM can be set for as much 
postage as you want to buy at one 
time. It records postage on hand, 
and postage used, on visible registers. 
And it keeps your postage safe from 
loss, damage, theft. 

There’s a postage meter model, 
hand or electric, for every office. 
Ask the nearest Pitney-Bowes office 
to show you! Or send the coupon 
for free illustrated booklet. 

FREE: Handy desk or wall 


chart of Postal Rates, with parcel 
post map and zone finder. 


ae ; S Ey, R oes 
woot i  } 

Pitney-BowEs, Inc. (vou ~ oat oak 

4519 Pacific Street Biwert eben Se 


Stamford, Conn. 


Send free 0 booklet, O Postal Rate Chart to: 


Name— 


Address e 
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METHODS 


A system for the preparation 


and control of manuals 


by George Biek 
General Foods Corp. 

A little ingenuity and a small 
amount of money were the keys to 
a new system for the preparation 
and distribution of company man- 
uals at Sperry Gyroscope. The re- 
sults were easier and faster prepa- 
ration, better control, and a $5,000 
annual saving in printing. 

There were four manuals in use 
within the company. Under the old 
system, the Standards Department 
held a master card and addressing 
plate for each person who had been 
given one of the manuals. 

All the extra sheets comprising 
each manual were stored in a file 
cabinet, arranged in page number 
order. As a manual was assembled, 
one sheet was taken from each con- 
secutive folder in the file. Due to 
limited file space, only 100 sheets 
of each of more than 400 pages 
were kept and ordered at a time. 

Each year, a list of the latest 
pages was sent to each manual 
holder, and he checked his copy for 
pages needed. 

Study showed that some engi- 
neers and shop people held as many 
as three out of the four company 
manuals. This indicated duplica- 
tion in the Standards Department's 
control cards and addressing plates. 

Under the improved system, all 
duplications of cards and _ plates 
were eliminated—one card and 
plate for each manual holder, re- 
gardless of how many manuals he 
held. The improvement was made 
by redesigning the master cards and 
coding the addressing plates. 

A form which was prepared 
weekly showed all new, changed 
and deleted names. This was sub- 
mitted to the addressing unit for 
proper action. A 3” x 5” card with 
an impression of the latest address- 
ing plate served as a master. Added 
to the card in spaces provided were 
the serial numbers of each manual 
held by the addressee. The old mas- 
ter cards were destroyed and the 
new ones were filed in straight 
alphabetical order. 

An analysis of past printing 
orders showed that about 300 re- 
placement copies of each page in 
each manual were needed annually. 
We were printing only 100 sheets 


MANAGEMENT METHODS 














Kod 
—pr 
as p 
at e. 

Ne 
tral 
or fl 
in lin 

Al 
soon 
Qo¢ 
omis. 
alone 





NO\ 





Se eS Fe aE we 


\ew Vs 


~~ 


d 
d 
b- 
or 
th 


al 














PRODUCTION 
. 


ASSISTA 


Why putting a photocopier in every department 


is now a sound business move 


Kodak’s new Verifax Signet Copier 
—priced at $148—makes it every bit 
as practical as having a typewriter 
at each secretary's desk. 


No time is lost traveling to the cen- 
tral duplicating room in the other wing 
or floors away. No time is lost waiting 
in line for copies. 


All departments get Verifax copies as 
soon as needed—5 in 1 minute for just 
2%¢ each. And never a mistake or 
omission. Your savings in “travel time,” 
alone, quickly exceed your surprisingly 


Send for free folder giving details 
on the $148 Signet and other Verifax 
Copiers, and valuable booklet re- 
vealing short cuts Verifax copying 
has brought to 
thousands of offices. 
Or get in touch 
with nearest Veri- 
fax dealer listed in 
“yellow pages.” 
Prices quoted are 
subject to change 
without notice. 






“The inst 
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low investment. Remember, at the $148 
price, a Signet Copier actually costs less 
than an office typewriter. 


More specifically, look at your invest- 
ment this way— 


If each department eliminates only 
one page of typing per day, you'll be 
dollars ahead the first year. 

But with a Signet Copier at its finger 
tips, each department will save many 
pages of typing daily. The 101 short 
cuts which Verifax copying has brought 
to thousands of offices will be fully uti- 


343 State Street, Rochester 4, N. Y. 


Gentlemen: Please send free Signet folder and 


“Short Cuts” booklet. No obligaiion. 


Name 


Position 


lized. Imagine—half the mail answered 
without dictation and typing. “All-day” 
retyping jobs done in 20 minutes. 


Jobs beyond the scope of ordinary 
copiers will be routine. For example, 
Verifax copies can be made on pre- 
printed office forms and on both sides 
of standard copy paper. Why, even an 
offset plate can be made in I minute for 
less than 20¢, with low-cost adapter. 


No wonder even “one-man” offices 
hail this new $148 copier as the greatest 
office aid since the typewriter. 


EASTMAN KODAK COMPANY, Business Photo Methods Division 
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Company 











Street 





City State 
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0 C ANY ‘WAY YOU 
LOOK AT IT... 


A look from this 
angle shows the 70's 
clean, functional 
design and its 
precise handwheel 
controls that fit 
the chair to you. 


NEW HARTER / O EXECUTIVE POSTURE CHAIR 


70 


Take a look at that new backrest—it’s manly without being 
cumbersome. And the Model 70 really delivers comfort. Deep, 
molded foam rubber cushions and correct Harter posture design 
see to that! You'll like the flawless metal finish, and the fine 
tailoring of colorful upholsteries. The Harter 70 helps you 

feel fresh as you work and adds to the appearance of your office. 
Test the 70 in your ofhce—without any obligation. 


Write for informative booklet, ‘‘ Posture Seating Makes Sense.” 
7e'll send name of your nearest Harter dealer. 


Harter Corporation, 1106 Prairie St., Sturgis, Mich. 
In Canada: Harter Metal Furniture, Ltd., Guelph, Ontario 
In Mexico: Muebles Briones, S.A., Mexico City, D. F. 
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at a time because of limited storage 
space. Since 200 additional sheets 
could be printed at a cost of less 
than 25% of the cost of the first 100, 
our cost of printing could be re- 
duced by 60% if we could overcome 
the storage problem. To do so, we 
had shelving installed along two 
walls of a conference room, with a 
curtain across the front of the 
shelves. Only one foot of space was 
taken from each of the room’s di- 
mensions, and we were still able to 
accommodate the same number of 
people in the room. 

Building the shelving was the 
largest expense, but the savings 
made in printing and collating paid 
this cost in a few months. All 
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shelves were removable (see illus- 
tration), and were only 10%” deep 
(to allow the 11%” pages to extend 
4” beyond the shelf edges for easy 
collating). 

We no longer collated manuals 
ahead, because a new copy could 
be assembled in a matter of min- 
utes. And since the shelves were re- 
movable, we were able to insert 
new pages into the storage arrange- 
ment by simply removing certain 
shelves, holding their separate 
pages, and inserting them in their 
appropriate new locations. 

We arranged to correct all out- 
standing copies of each of the four 
manuals once a year, sO we can- 
vassed holders of one manual each 
three months, to even out the load 
for the clerk. As the requests for 
new pages were received, it was an 
easy matter to fill them since all of 
the extra pages were always avail- 
able, easily accessible, and always 
in exactly the proper order. 
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PRACTICAL — LOW COST 


MOTORIZED 
MICROFILMING 
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BY FAR — the lowest priced motorized Microfilm Camera! 
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Engineered with the most advanced microfilm features! 
SEE HOW IT CAN SAVE YOUR BUSINESS THOUSANDS OF DOLLARS ANNUALLY! 



















| ye MAKES COPIES AT LOWER COST! %& CUTS COST OF AUDITS, SURVEYS! 
Copies letters in a split second — at a Easily carried to the documents sav- 
7 cost of 2/10 of a cent! ing valuable time and money! 
“ a ye ELIMINATES MANUAL TRANSCRIPTION! ye ELIMINATES MILES OF FILES! 
p PORTABLE Saves time and labor by copying Copies records on microfilm saving 
d | CAMERA records to be forwarded (i.e. check 99% of valuable floor space! 
y | Foldsup = ® registers, order registers, etc.) at 
) cad clones § high speed and with no chance of ke PLUS HUNDREDS OF OTHER TIME AND 
Is eaneen i TO DAY BUSINESS PROCEDURES! 
d Weighs ONLY 
= approxi- CAMERA ‘a 
% mately WITH EASY = 
t <0 pounds, Pres cooll FREE FOR THE ASKING! | 
i Send for your copy of ‘An Introduction 
o= LOADING! ® to Microfilm” showing how firms such 
in Simple y ™ as yours save money with microfilm! 
te load! 
ir Simple to 
use! Worth Fes ee BB RR eee = eee ©, 
it’s weight 


a 
: DIEBOLD, INC. Dept. 12 


Flofilm Division 
Norwalk, Conn. 


n- 

h j : Please send copy of “AN INTRODUCTION TO 
d y ls () MICROFILM” at no obligation. 

or Name Title 


in ING OR POR ATE D Company 


in gold!” 















il- Flofilm Division e Norwalk, Conn. Address 
ys Sales and Service Offices in All Principal Cities City Zone____State 
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always on hand 
to keep costs in hand 


Yes, you can determine 
production costs to the penny 
accurately, economically with 

Calculagraph—the only job time recorder that automatically 
computes, prints and records ELAPSED time—to the minute. 


For fast, dependable cost control, investigate, install, 
Calculagraph—it can keep costs in hand, mean greater profits 
to you. Ask our representative to show you how. 


Write today for catalog to Dept. M 


Agents in Principal Cities 


CALCULAGRAY A 


HARRISON, N. 3. 
THE STANDARD OF ACCURACY Since 1892 


(Circle 716 for more information) 
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EXECUTIVE 


New literature of 
interest to management 


ACME BOOKLET DESCRIBES 
HOW CONSULTANTS SERVE BUSINESS 


A discussion of the difficult prob- 
lem of selecting a management 
consultant highlights this brochure 
published by the Association of 
Consulting Management Engineers. 
It also furnishes a broad picture of 
the varied management consultant 
services and the specific business 
needs they can fill. 


For a free copy, circle number 
844 on the Reader Service Card. 


READY REFERENCE CHART For 
SELECTING A CONFERENCE TABLE 
A new supplementary catalog of- 
fers a comprehensive selection of 
conference tables from 3’ in diam- 
eter to 28’ in length. The booklet 
incorporates a ready conference 
chart for the selection of the proper 
size tables, either for a given room 
dimension or particular seating re- 
quirement. 
For a free copy, circle number 
851 on the Reader Service Card. 


NEW FILING BOOKLET 
COVERS ALL NEEDS 

A new booklet outlines complete 
supplies for efficient filing opera- 
tions. Also included is a File Analy- 
sis Sheet, a description of Inte- 
grated Name Filing, and Middle 
Digit Filing. 
For a free copy, circle number 
852 on the Reader Service Card. 


PACKAGING AND CARLOADING 
GUIDE OFFERED 

A handy, new 48 page booklet 
tells how to package and carload 
for maximum product protection at 
minimum cost. A complete line of 
packaging and carloading mate- 
rials are also shown and described, 
and instructions are given in their 
application. Whether shipment is 
done in cartons or on skids, loading 
done in closed or open top freight 
cars, this booklet should be of 
value. 
For a free copy, circle number 
853 on the Reader Service Card. 
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Here's a book that will reward you. It tells you what Inte- 
grated Data Processing is, how simply it can be applied to 
your business, how little it will cost you, how to start and 
where to start your program. 

It tells you how DITTO gives you Integrated Data Proc- 
essing in its simplest and most inexpensive form. Regard- 
less of whether you are concerned with processing of 


I I I ! 
*How DITTO | ORDER-INVOICE | PRODUCTION | PURCHASE- PAYROLL 
I.D.P Rubber Goods Hardware manufac- . RECEIVING j Construction Engi- 
° s . i manufacturer saves i turer saves $24,000 , Military Aircraft | neering company 
saves money: | $27,000 a year j ayear } Manufacturer saves | saves $30,000 
’ ’ * $50,000 annually ' annually 


Sl naman 














starts with this FREE book 


data within a single department, between departments, 
or throughout the branches and plants of a nation-wide 
organization, this book is a guide to money saving and 
increased efficiency for you. 

Below are representative examples of companies like your 
own which are already enjoying the benefits of DITTO Inte- 
grated Data Processing: 








DITTO 


* Send for complete case histories telling how these savings are made. 
Take the First Step to Automation in Your Office—MAIL COUPON TODAY. 


DITTO, incorporated, 6864 N. McCormick Rd., Chicago 45, Ill. 

DITTO, of Canada Ltd., Toronto, Ontario 

DITTO, (Britain) Ltd., 126/128 New Kings Road, Fulham, London, S.W. 6 England 
At no cost or obligation, please send us: 

0 Integrated Data Processing Brochure 


© Case histories and information on how you can save us money, time and 
effort with DITTO |. D. P. for: 


O Order-Billing O Production O Purchase-Receiving 

















O Payroll O Inventory O Other 
a] a a —_S Name, Position 
7" /\SS> { Company 

I 
Address 

City County. State 
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LUCKIEST GIRL IN THE OFFICE IS THE ONE 





WHO FASTEST 10-KEY CALCULATOR... 





Comptograph is the new all-electric office wonder that 
adds, subtracts, multiplies, even divides at 202 printings 
a minute. A scientifically improved machine that is 
quiet, compact, easy to use, with a human-engineered 
keyboard for quick, tireless operation. Has exclusive 


Visi1-BALANCE Winpow that automatically shows debit 
and credit totals at all times. Five fast new models 


insure constant speed with faultless accuracy. For a 
demonstration on your work, write us or look in the 
Yellow Pages for the Comptometer Products salesman. 


Products by C OMP TOME TER’ FELT & TARRANT MFG. CO, 


1712 North Paulina St., Chicago 22, III. 


COMPTOGRAPH® © COMPTOMETER® «© DICTATION MACHINE 





(Circle 733 for more information) 
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Numbering machine for 
data processing 


A new numbering machine 
prints dots, dashes or specially 
shaped figures, instead of con- 
ventional numerals. These code 
markings, which actually repre- 
sent serial numbers, can be 
printed on documents _ like 
checks, order forms and many 
other types of commercial pa- 
pers used in electronic data 
processing. 

The specially designed con- 
vex head numbering machine 





can be used on rotary printing 
presses to print the dots cor- 
responding to consecutive serial 
numbers, simulating five-chan- 
nel tape. This unit prints num- 
bers exactly the same way that 
tape would ordinarily be perfo- 
rated. Electronic scanning of 
printed numbers is achieved by 
reflected light or magnetic ink, 
instead of the perforated hole 
or feeler type of sensing. 

For more information, circle 
number 847 on the Reader Serv- 
ice Card. 


Computer sets 
machining standards 
A carbide and_ high-speed 
steel tool manufacturer can vir- 
tually set up machining stand- 
ards for customers on request. 
To get around the usual time 
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WORTH REPEATING 


lag in setting such standards, 
O. K. Tool Co., Inc., Milford, 
N. H., has equipped its head- 
quarters with a new Carboloy 
machinability computer. 

To utilize the computer, the 





company first sends out a pre- 
pared questionnaire to its cus- 
tomers, who fill it in with in- 
formation concerning specific 
machining jobs. 

The company then feeds this 
information into the computer, 
and immediately supplies the 
customer with the proper infor- 
mation on speeds, feeds, depths 
of cuts, tool life, and rate of 
metal removal recommended 
for the horsepowers available 
on the machines. 

The machinability computer 
can also be used to supply an- 
swers for complex as well as 
single-point cutting tools. 

For more information, circle 
number 845 on the Reader Serv- 
ice Card. 


Computer retains one prob- 
lem while solving another 
The new Univac Scientific 

1103A is claimed to be the only 

machine in the world versatile 
enough to interrupt one com- 
plex problem to solve a new, 
high priority problem, while 
retaining all work on the first 
in its “mind” for subsequent so- 
lution. This computer will solve 
some of the problems involved 
in the development of intercon- 





World-famous 
COMPTOMETER® 





SPEED 
WITH FLOATING TOUCH 
for quick and easy operation 





ACCURACY 
WITH 3-WAY CONTROL 
through sight, sound, touch 






QUICK ANSWERS 
WITH DIRECT ACTION 
for faster figure work 


* For a demonstration of this high- 
speed adding-calculating machine on 
your own work Call the Comptometer- 
Comptograph representative. 


Products by 
COMPTOMETER 


Comptograph® - Comptometer® - Dictation Machine 
FELT & TARRANT MFG. CO. 
1712 North Paulina St., Chicago 22, Ill. 
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uow XEROGRAPHY 


can cut duplicating costs and 


MILLIONS of 
dollars are being 
saved yearly by 
hundreds of 
companies, using 
this DRY, 
ELECTROSTATIC 
COPYING 
PROCESS 


speed paperwork for YOUR company... 


Since xerography was introduced, hun- 
dreds of companies have found thousands 
of applications for this fast, economical 
process which copies anything written, 
printed, typed or drawn onto masters for 
duplicating. Its uses are ever-expanding! 
Folders are available telling you what 
xerography is and what it does. “Proof- 
of-performance” case histories showing 
savings from $8,000 to $250,000 a year 
‘3 


Anything written, printed, typed 
or drawn can be quickly copied by 
xerography onto mas- 

ters for duplicating. 

Copies in the same, 

enlarged, or reduced 

size can be made 

from one or both sides 

of original material. 


by individual companies are also avail- 
able telling how these companies, large 
and small, use xerography. Some ex- 
amples: An industrial firm saves $18,000 
a year on various applications including 
production order writing. An insurance 
group saves $10,000 a year on its direc- 
tory. A grocers’ cooperative saves $15,000 
a year on a price order book alone. A de- 
partment store saves $9,600 yearly. An 
automotive manufacturer, among other 
uses, copies engineering drawings in re- 
duced size by xerography—saves $250,000 
a year. These figures are taken from a few 
of many case histories on the amazing 
savings being made by the use of xerog- 
raphy in business, industry, government. 


WRITE for xerography folders and case his- 


tories showing how duplicating costs can be cut 
and paperwork speeded in your particular field. 


THE HALOID COMPANY 
56-11X HALOID STREET, ROCHESTER 3, NEW YORK 
BRANCH OFFICES IN PRINCIPAL U.S. CITIES AND TORONTO 


XEROGRAPHY 


(ZE-ROG-RA-FEE) 


The fastest, cheapest, most versatile way to make masters for duplicating 


(Circle 740 for more information) 





tinental ballistic missiles at 
Lockheed. It will be the heart 
of the Lockheed missile divi- 
sion’s computer center in its 
new research laboratories at 
Palo Alto. The center, one of 
the most completely equipped 
in the missile industry, also in- 
cludes other digital computers 
in addition to analog com- 
puters. 

The 1103A features two high- 
speed memories—a magnetic 
core unit and a magnetic drum 
unit. Each of the memories has 
different storage and speed ca- 
pabilities, which provides a ver- 
satile operation. The magnetic 
core has rapid-access storage 
for 4,096 “words”; the magnetic 
drum has a memory capacity of 
16,384 “words.” 

Magnetic tapes are often 
used as individual memories 
with each tape holding 383,000 
words, or more than 13 million 
digits, which can be used at 
any time for either input or out- 
put functions. 

The Univac Scientific per- 
forms 41 different arithmetic 
and logical operations. It can 
be fed instructions and initial 
data four different ways—on 
magnetic tape, punched cards, 
punched paper tape, or man- 
ually. 


Punched tape duplicator 

A high-speed punched paper 
tape duplicator has been devel- 
oped which can convert any 
number of individual tapes into 
one composite tape. It pro- 
duces codes simultaneously at 
the rate of 20 codes per second 
or 1200 codes per minute. 

The unit prepares composite 
tapes for such applications as 
wire transmission, computer in- 
put, tape-to-card converters, 
and other tape-operated equip- 
ment. Its primary feature is 
that it speeds up data process- 
ing by creating, quickly and 
easily, one tape containing all 
of the information necessary 
for continuous activation of 
other tape-operated machines. 

For more details, circle number 
850 on the Reader Service Card. 
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The following four pages contain a portfolio of two diverse 


solutions to the design of a conference area. Each was a 1956 
“Best Place to Work” award winner. 


How to house a conference 


To many a businessman, the conference or board 
room connotes precious space expensively decorated—and seldom used. 
In some firms the description fits. If so, the fault lies in management's 
unawareness of the fact that such valuable space can be put to multi- 
purpose use. 

In all but the rarest instances—the Uris Brothers board room on 
page 80 is one of these rare instances—the conference area need not be 
a sanctum designated for “executives only.” Consider a few of the uses 
to which a multi-purpose conference area can be put: a place to re- 
ceive salesmen who must carry samples or large plans or layouts; an 
auxiliary office for visiting executives or customers; a meeting place for 
employee committees and clubs; a place to project business films or 
slides; a compatible area for making sales presentations to your own 
customers. 


The Functional Approach 


Here are four questions worth thinking about in planning any con- 
ference area: 

1. Can you plan for expansion and contraction by using sliding or 
folding walls? 

2. Is the room located where it is properly accessible to all the 
people who do or should use it? 

8. Do you really want to have a phone in the room? (When it is 
necessary, a sound conditioned alcove or booth is recommended). 

4. Have you planned to schedule its use? To avoid conflict, it is wise 
to place one clerk in charge of scheduling the use of your room. 


NOTE: The conference illustration on this page features Lewis H. Glaser 
(right), subject of this month’s “Profile of a New Kind of Manager.” See story 
on page 40. 








How to house a conference: part 1 





ee Phe new Texaco 
multi-purpose meeting room is con- 
ceived to accommodate different 
type functions as well as confer- 
ences of varying size. Although com- 
monly called the “Stockholders 
Meeting Room,” which would 
imply that its usage is reserved for 
a major annual event, the name is 
merely a hold-over from a condition 
prior to re-design. With its flexi- 
bility and facilities it is in use al- 
most constantly (so much so that, to 
take photos, it was necessary to 
carefully schedule well in advance, 
in order to have all areas avail- 
able). 

The full area (picture #1) can 
be divided into three smaller areas 
(pictures #2 and #8) each with its 
own controls, lights, loud-speakers, 
storage facilities and air condition- 
ing. Movable walls of solid wood 
panels provide a maximum of sound 
control (picture #2). 

Each section has plug-in facili- 
ties so microphones can be utilized 
from anywhere in the room during 
large conferences or meetings. Each 
section has its own speaker facili- 
ties tied into the “master”—all con- 




















5 ] Movable walls can divide the conference room it 
into three smaller rooms (2 and 3) each with s 
me 
LBs Seer esr Seeral tf LL >} | 
od i] 3 | 
» ss yi Oca ale i \ trolled at the speaker’s platform d 
0 oe pie Pr —Soouse Ky , (picture #4). When the general ) 
(olc r= 4\| cos [am arn Sek! 3 lights are off for projection pur- b 
io | ea Pr | i eee. 4} sg poses, recessed down-lights on g 
ie | ! os : ; rheostat control permit sufficient t] 
i | ca i 3° Al m working light for the listener to fc 
i LJ LJ eae. i | take technical notes. c 
aa |e The speaker's platform can be b 
| x i i bw | arranged in a number of ways and ) 
sf § ; | ¥ o—<$= for various purposes. It serves as a B 
| | 3 | 8 H oN small stage, with the adjoining p 
| 3 : »®}\| areas providing the necessary off- Ir 
| : 5 on \ } stage facilities needed when this O1 
3 2 "7 LI) room is used for employee shows, cl 
| NAN ft ey ei ee “ 4 sales conferences with skits, and 
is Wy —— Ti . ‘ie sath feces] A [f[oroaaee] similar activities. Both the “house al 
5 aS Si ee \ curtain” (closing off the stage from lo 
the seating area) and the “back el 
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its own speaker’s platform (4). Floor plan (5) 
shows proper arrangement for large meetings 


drop” curtain are motorized. Also, 
on the back wall are large sliding 
backwall panels—floor to ceiling— 
giving a wide flexibility of use of 
this wall for functions being per- 
formed on the stage. These inter- 
changeable panels are cork tack 
board and metallic “black boards,” 
on which magnets can also be used. 
Behind this is a trans-lux screen 
permitting large rear projection of 
movies, and direct projection of 
original material such as photos, 
charts and drawings. 

All sections of the conference 
area are served by the conference 
lobby—each having its own exit for 
emergency or for the departure of 
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one group that might interfere with 
a group entering one of the other 
areas. 

Colors and pattern of design, 
partitions, ceilings, floors and fab- 
rics were used to reduce the im- 
portance of difficult structural con- 
ditions, to give width to the area, 
and to direct the interest to the 
stage. In addition, the floor pattern 
facilitates the proper placement of 
chairs for large meetings (picture 
#5). 

Flooring is of vinyl tile to sim- 
plify problems produced by smok- 
ing during conferences and meet- 
ings. 

(Continued on page 80) 


best board or 


conference room 


CO-WINNER 


The Texas Company 
New York, N. Y. 


Number of employees: 41,600 











How to house a conference: part 2 


me Unlike the multi- 
purpose conference rooms on the 
preceding pages, this conference 
area at Uris Brothers is frankly de- 
signed for top management con- 
venience and comfort. The com- 
bination of a “table area” and a 
more informal conference lounge is 


a sensible solution to the needs of 
the firm’s executive personnel. 

A pair of eight-foot-high solid 
doors leads to the combined board 
and conference room. The seating 
group consists of a large sofa and 
several chairs covered in shades of 
off-white, green, and natural saddle 


tan leather. The center table has a 
white marble top. The large cabinet 
shown has a TV set behind tambour 
doors. The smaller units are for stor- 
age. The wall behind this group is 
covered in an off-white viny] plastic; 
the carpet is in a deep shade of 
olive green. Curtains are off-white 
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Lounge and conference areas use 700 square feet. Note luminous ceiling over meeting area. 
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silk with pale green design. 

In the entrance wall is a large 
cabinet with doors which corre- 
spond in design and size to the pair 
of entrance doors. This cabinet 
houses a complete bar with refrig- 
erator and all other equipment. 

A ceiling-height, clear glass par- 


As Re- < J pa < < Y 
1} oS a < sa . 
| } WAS ———— yS—— ——— a 
Way : 


i oP e i Ir 
LL} L 
T)) -= | 
Wh |! an a 

\ f 7 eo 

) 

\ 











; | 
mat 2 j \ \ | 
( oe | ae > 2 
ho SY MA | 
ie OO} JOU 
Ut }Li {Sd 
i -\ je 
bP \t BY Hoi be 
. J —<_ [~~ 
: L\ -—- IC | ' > 
¥ a : 


[ BAR 





A see. 
2S —— 


A ab 


——— os 


‘ 
4 


Conference Rm 
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I] Exec. Office 


tition, brass framed, serves as a 
visual separation between the two 
sections of the room. The section 
used for conference is equipped 
with a large, specially designed 
conference table, and with chairs in 
light beige leather. A continuous 
luminous ceiling provides light. m/m 
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Sec. Avca 


Floor plan (above) shows two sections of the combined board and 
conference room with separating glass partition, designed for top 


management. 


Lounge area (top right) can serve for 
informal meetings. Cabinets in rear 
house a TV set behind tambour doors. 


Handsome conference table (right) angles 
from center to ends to provide 
face-to-face visibility for all conferences. 
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best board or 


conference room 


CO-WINNER 


Uris Brothers 
New York, N. Y. 


Number of employees: 50 

































HOW TO MULTIPLY... 
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~ . . USABLE OFFICE SPACE 
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Pet 


SOUNDEX In 


PARTITIONS 


. absorb sound thus permit 
placement of personnel much closer 
together than in open cffices .. . 
with more comfort tool And you 
gain much more productive space. 





A Write for : 

ct free catalog or 

Hg see us in Sweet's AF = 
Ge 

GR IY, 


2417 EASTERN, S. E. 
GRAND RAPIOS, MICHIGAN 
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POSTURE 
CHAIRS 


\ 


THE STURGIS POSTURE CHAIR COMPANY 
Sturgis, Michigan 
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Load-bearing curtain wall 
saves time and money 


in building construction 


Construction time can be cut in 
half and building costs reduced as 
much as 30% by a new “load-bear- 
ing” aluminum curtain wall build- 
ing system. The new system, cut 
building costs to $11.77 per square 
foot (from the $15.00 average for 
the area) in constructing the one- 
story building pictured below. The 





system can be used in the design 
of one-and-two-story manufactur- 
ing plants and small office build- 
ings with great flexibility. 

Under the program of the curtain 
wall manufacturer, all an architect 
has to do is draw his plans and ele- 
vations. They then fit the system to 
the design. 

It is a rapid, low-cost building 
system which can solve the pro- 
blem faced by many budget con- 
scious companies. 

In the building illustrated, a five- 
man team raised the walls of the 
120’ by 40’ structure and bolted on 
rafters in one day each, and in- 
stalled the steel deck in only two 
days. Thus, the shell of the build- 
ing was finished in four days. 

For more details circle number 854 
on the Reader Service Card. 


Magnesium 
acoustical 


ceiling 





Consolidated Edison Company, 
Inc., New York’s supplier of electri- 
cal power, is using magnesium, 
fireproof, acoustical ceiling tiles in 
their machine accounting depart- 
ment to absorb noise. The tile de- 
sign lends to the dignity of nearby 
executive conferences and offices. 











ou ES ere 
CANCER LIFE-LINE 

Through films, pamphlets, 
posters, exhibits and lectures, 
our life-line of cancer educa- 
tion reaches men and women 

in business and industry. 
They learn facts about 
cancer which could mean the 
difference between life and 
death. For additional infor- 
mation about a program in 
your plant call the 
American Cancer Society 
or write “Cancer” care of 

your local Post Office. 


® AMERICAN CANCER SOCIETY 


ZO ORICE YALET 


Ss. / : 4 7, 2. mec, 
Standard in offices, stores, 
factories, schools, clubs, 
churches, restaurants 
wherever people gather. 
Widely and continuously 
advertised. These modern 
efficient units offer unlim- 
ited opportunity for sales 
and profits to dealers who 
display. demonstrate and 
catalog them. 

















Wall Racks 
by the foot 











Store like 4 
4 folding chairs, 
“set up”’ ina minute. 














Write for Catalog OV.22 
VOGEL-PETERSON CO. 


1121 West 37th St. . Chicago 9, Ill. 
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Each tile is factory cut, beveled 
and back cut. These factory finished 
production steps provide easy job 
installation and a uniform smooth 
surface in the finished application. 
The material requires little mainte- 
nance, and can be cleaned by a once- 
over with a brush or the suction 
from an ordinary vacuum cleaner. 

Very white in color, the tiles have 
a light reduction of 81%, and also 
have a noise reduction coefficient 
rating of .75 at 500 cycles. 

For more information, circle num- 
ber 855 on the Reader Service Card. 





‘‘Bulb Snatcher’”’ 
ning speeds removal 
sKek:¥-™ of burnt lamps 


A compact, mobile, hydraulic lift 
called the “bulb snatcher” reaches 
to ceiling fixtures to remove burnt- 
out light bulbs. Faster and safer 
than a ladder, the unit can be raised 
and lowered to its full 20 foot 
height in 45 seconds. Besides 
snatching bulbs, it can be used for 
painting, plastering, and repairing. 











The device consists of a rigid 
frame on three wheels. It has a foot 
brake to prevent any movement 
when in use. It becomes a compact 
30” x 6’ 5” package for storage 
when not in use. 


For more information, circle num- 
ber 856 on the Reader Service Card. 


Metal baler 


ning turns scrap 
BKek-¥-@ into profit 





The management of Carson, 
Pirie, Scott & Co., Chicago depart- 
ment store, has discovered how to 
turn the expense of scrap metal dis- 
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posal into income via a revolution- 
ary new metal baling machine. 

Before installation of the baler, 
discarded tin cans from the store’s 
restaurants, paint cans from the 
maintenance department, wire coat 
hangers, and miscellaneous steel 
and wire strappings were accumu- 
lating at the rate of three to four 
tons a month. 

Not only did the daily accumula- 
tion of scrap metals pose a storage 
problem, but disposal of scrap 
metal was an expense item. 

Carson’s had arranged with a 
scavenger service to make daily 
pick-ups of their scrap metals... 
at an annual cost of several thou- 
sand dollars. Today, Carson’s is 
selling scrap metal at a profit. 


Scrap is now brought to the 
Boiler Room where the baler is 
floor-mounted in a 12%’ x 4’ area 
convenient to elevators for easy 
loading and unloading. Then, once 
a day, a regular maintenance man 
bales the entire day’s accumula- 
tion of scrap into compact 12” x 12” 
briquettes that weigh from 40 to 80 
pounds each. 

The baler is so simple to operate, 
it takes only one man 20 to 30 min- 
utes to do a baling job. The small 
bales take only a small amount of 
storage space. 

In terms of dollars and cents sav- 
ings, the baler will pay for itself 
within 18 months time. 

For more information, circle num- 
ber 857 on the Reader Service Card. 








Users of punched card or tape automatic 
accounting machines, including IBM’s 
new Cardatype, can now prepare their 
shipment addressing master with their 
invoice forms or other documents at a 
substantial savings in time and money. 


The Weber stencil, used with a small 
handprinter to address multiple ship- 
ments (photo 3), can be prepared in 
continuous form independently of other 





Punched-card systems also prepare 
Weber stencils to address shipments 


documents (photo 1), or tabbed over 
ship-to area of forms and prepared si- 
multaneously (photo 2). Once. prepared 
with customer's address, stencil is ready 
to be used to address directly on cartons, 
or on labels or tags. 


Shipment addressing is speeded up. Ship- 
ping errors reduced. Clerical time is 
saved. Clip coupon for full details. 


WEBER MARKING SYSTEMS r meme em ene ee ee ome See REE Feng aS 
Dept. 9-K ; A . . 
mati? : Mail for details on Weber Shipment Addressing Systems 

fe = eae Addressing for automatic accounting systems. Weber Marking Sys- ! 
Mount Prospect, Il. | tems, Mount Prospect, III. | 
Phone: Clearbrook 3-2405 | 
i CDRS 6 65.6 CED NAS REEDED | 

| 
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| 
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Here’s Why Everyone Prefers 


LUXCO 


The Stand in Most Demand 





ATTRACTIVELY STYLED 
Wks * Smooth Contours 

ys * Rounded Edges 

* Full Round Tubular Steel 


ENDURING STRENGTH 


* Continuous ring of steel rigidly fastened 
completely around the top—solidly ties 
top and legs together 


* Full — Solid Steel Top — no slots or 
openings 
* One-Piece Stamped Base 


SILENT STEEL 


* Steel top is undercoated and fully in- 
sulated by special sound absorbing 








compound 
* Cushioned guide bars and retainers 
* Soft rubber casters . . . soft rubber feet. 









Model B605 
Business Machine 
Stand with 
Cushioned Bars 
and Retainers 


A Complete Line of Stands, Steel Chairs and Stools 
and a De Luxe Personal File 


BADGER, Inc. 


KING AT FRONT ST., LA CROSSE, WIS. 
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Selecting 


salesmen 
in small 


companies 


SALES TRAINING PROGRAMS IN CONCERNS WITH 50 SALES- 
MEN OR LESS, Lloyd Ross Saltzman. National Sales 
Executives, Inc., 136 E. 57th St., New York 22. 47 pp. 
Paperbound. $5. 


EDITOR’S NOTE: Given here is the first chapter of a new 
booklet just published by National Sales Executives, Inc. 
The book is based on a detailed survey of 400 sales execu- 
tives in firms that employ fewer than 50 salesmen. In all 
the book consists of six chapters: selecting salesmen; 
types of small firms having training programs; planning 
and operating the training program; training procedures; 
evaluating the training program; and recommendations. 


Ges Phe proper selection of salesmen is 
the foundation on which a successful sales organiza- 
tion rests. If a company has failed to pick the right 
man for the job, neither a fine compensation plan 
nor a good sales training program will insure success 
for that company’s salesmen. 

Today the cost of hiring and training a salesman 
may run into several thousands of dollars—conse- 
quently, efficient sales managers are tending more and 
more toward scientific selection of trainees. This trend 
is true of small companies as well as large ones, as is 
shown in- the answers which the executives of the 
smaller companies gave to the questionnaire. 

All of the 400 respondents were queried on selecting 
salesmen, those without training programs as well as 
those who gave training. In the majority of cases, they 
named the sales manager as the main person respon- 
sible for the hiring of new salesmen. One in four of the 
respondents named the president or the vice president 
in charge of sales as the man responsible. In many 
small companies, of course, the president or other 
officer is also in charge of sales. 


First steps 
Planning toward the scientific selection of salesmen 
should begin before the prospective salesman applies 
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Testing of applicants and other selection meth- 


ods are reflected in this report of study findings. 


for the position. What type of applicant will be con- 
sidered most desirable? Exactly what will be his duties 
and responsibilities? 

The questionnaire asked the executives what pre- 
liminary practices they used to help them select the 
right trainees. Four suggested practices were listed 
on the questionnaire form. 

Almost half of the respondents (181) checked: 
“Made a list of the characteristics considered most 
essential to the success of the salesmen.” Two out of 
five checked: “Made a job description of the duties, 
responsibilities and degrees of authority of the sales 
force.” This latter practice makes it much easier to 
select the right man for a particular sales job open. 

Fewer than one executive in five checked: “Ob- 
tained the help of sales or management consultant” 
in selecting salesmen. Only one respondent in eight 
checked the suggested practice: “Recently made a 
study of present sales force concerning their likes 
and dislikes about their jobs, in order to strengthen 
the interviews with prospective salesmen.” 

The respondents were asked to name the one 
method they considered best for obtaining new sales- 
men. Their answers, (Table I, page 86), show a wide 
variety of methods. The most frequently mentioned 
source was newspaper advertisements, despite the 
fact that in the past, many executives have frowned 
on this method because they felt that the best sales- 
men simply were not attracted by it. 


Techniques for selecting salesmen 


Most popular techniques used by the respondents in 
selecting salesmen are shown in (Table II, page 86). 
Most firms used multiple interviews (by two or more 
executives) and application blanks, as well as a pre- 
liminary interview to find out if the applicant justified 
further attention. 

Over half of the respondents used the telephone 
reference check, which they considered more reliable 
than the written reference check, used by 37%. Only 
13.8% of the firms used one of the newer techniques— 
the complete, guided or patterned interview, which 
not only lists the questions to ask the applicant but 
also suggests how answers might be interpreted. 


Tests for applicants 


One of the interesting findings of the survey, par- 
ticularly since only smaller firms were involved, was 
the fact that 90 firms (22.5%) used a battery or series of 
tests as an aid in selecting salesmen. Apparently the 
use of batteries of tests is growing. The percentage 
of use shown in this survey ranks high when compared 
with previous studies made on the subject. 

Twenty-seven of the 90 firms reported using the 


NOVEMBER 1956 











How many times today have 
you tried to locate a member 
of your staff in a hurry? 

Everyone in your organ- 
ization is within 5 seconds 
of your desk when you have 
a Stromberg-Carlson com- 
munications system. 

The instant contact pro- 
vided by voice paging means 
greater efficiency, because 
you get the answers you 
want when you want them. 

It means substantial re- 
ductions in personnel ex- 
pense, because no one need 
be sent on time-consuming, 
money-wasting “manhunts.” 

It means improved cus- 
tomer relations, because you 
get quick answers to their 
questions from the right 
people on your staff. 

All-call alarm provides 
voice facilities for immediate 
warning and instructions in 
an emergency. 

All this can be yours at 
no capital expense. Through 
our unique lease arrange- 
ment you may have anything 
from a simple telephone in- 
tercom to a complete public 
address, paging and music 
distribution system. 














“There is nothing finer 
than a Stromberg-Carlson” 


* Mail this coupon today for a FREE SURVEY of your needs. 


STROMBERG-CARLSON COMPANY 


A DIVISION OF GENERAL DYNAMICS CORPORATION 
1703 UNIVERSITY AVE. ¢e ROCHESTER 3, N. Y 


CCOMNIOINY » cissicsiscvevesisiensictatinnenstiniea ental 
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NOW 
VISUALIZATION MADE EASY 
AND INEXPENSIVE BY CHART-PAK 





Tapes, Templates, Boards... 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything—tapes, labels, work boards, ae 
office and plant equipment templates, vamanvanael 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. A 


You can get tapes—opaque and trans- 4 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


o @® 3200 


For further information, 2 ~ 
(CUMTRPAKs:') end free samples write today. 


Be 

















CHART-PAK, INC. 
96K Lincoln Ave., Stamford, Conn. 
Please send information and free samples. 
I’m interested in: 
() Graphic Charts () Office Layouts 
(J Organization Charts [1] Flow Charts 
C Plant Layouts 





co TITLE 
ADDRESS. 
CITY. ZONE STATE... 
Please give the name of the local supplier 


from whom you would like to buy Chart- 
Pak material 
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series of tests developed by the Klein Institute of New 
York City. Fourteen firms used the Wonderlic (Per- 
sonnel and Intelligence) tests and 12 firms used the 
Kuder Preference (Interest) tests. The other most- 
mentioned tests are all well known and include, in 
order of use: the Otis Personnel, the Bernreuter Per- 
sonality, the Strong Vocational Interest, and the 
Humm-Wadsworth Temperament tests. Over 20 other 
types of tests were also used, but were mentioned 
only once or twice. 

Fourteen of the 90 respondents said they preferred 
to place the entire responsibility for the testing pro- 
gram on testing consultants. Various trade associations 
and colleges were also mentioned as suppliers of tests, 
each of the two groups servicing four firms. Only two 
firms relied on the battery of tests provided by their 
major suppliers—in both cases large, nationally-known 
companies. 

In addition to the 90 firms using complete batteries 
of tests, some respondents said that they used only 
one of two types. Thus, 103 used aptitude tests; 84— 
personality; 80—intelligence; and 74—interest tests. 

The questionnaire asked: Who interprets the tests? 
Of the 90 executives answering the question, 46 said 
they relied on outside experts. Twenty firms used a 
testing service; 10 used a management consultant; 10 
used a psychologist; and six used an outside personnel 





TABLE I—Best source or method of obtaining new salesmen 


Best source or method Namber Per cent 





Advertisements in newspapers ... . . 65 16.2 
Salesmen for similar type products 

long competiom) . ... . 1 .... SS 12.7 
Select men from within the organization . . 49 12.2 
Open interviewing (applicants call 

at anytime—on their own initiative) . . . 43 10.7 
Recommended by employees, 

including salesmen .. . . ..... 4! 10.2 
Employment agencies and 

professional personnel services . . . . 33 8.3 
College placement service. . . . . . . 32 8.0 
Recommended by customers . . . . . . 29 7.3 
Through trade publications .... . . 13 3.3 
Sales forces of manufacturers 

that we represent... ...... «4 a 
Og SE ere a rr 3.8 
0! Se ee 7.0 

0 ore eS 100.0 





TABLE Il—Techniques used by companies as aids in the 
selection of salesmen 
Per cent 
Techniques used Number N=400 


Multiple interviews, by two or 


ee rr 73.8 
Application blanks . . . . ... . . 292 73.0 
Preliminary interviews . . . . . . . . 269 67.3 
Telephone reference checks . . . . . . 213 53.3 
Written references . . ...... . 148 37.0 
Battery or series of tests . . . . ... 9 22.5 
Interview references personally . . . . . 75 18.8 
Complete, guided or patterned interview . 55 13.8 
Sales demonstration ........ #«d/9 48 
Other techniques. is ae ee 19.8 
, Sl er 
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group. In 20 firms, the company’s sales manager was | ELIMINATE COSTLY DESIGN & MANUFACTURING ERRORS 
responsible for interpreting the test and in 10 firms, : : 
the personnel manager handled the interpretation. 

Correct interpretation of tests requires qualified 
personnel, which means that outside help is usually 
needed. It is hoped that those who interpret tests for 
their own company have been trained to do the job 
wisely and accurately. 





Value of tests 
Eighty respondents said they, believed tests were 
valuable in helping to select salesmen, basing their 
answers on their own experience. A total of 132 quali- 
fied their answer by saying, “of some value.” Only 33 
answered, “of no value.” COUNTER-BALANCED 
Of the 212 companies that believed tests were at EM M FR FULL-SCALE DRAFTING UNITS 
least of some value, only 14 relied on the tests alone EMMERT Full-Scale, Drafting Units, equipped with EMMERT 
to select salesmen. A total of 128 respondents said Micro-Drafters, contribute more towards the elimination of costly 


they used tests only as one aid in selection, thus ——— errors than any other factor in the 
being consistent with the practice of leading sales 





eh These versatile units have gained nation-wide acceptance by 
authorities today. engineers and industry. Their accuracy is drawing long continuous 
parallel——horizontal and vertical lines--the length and height of 
the board is unmatched in any other equipment. Perfectly counter- 
balanced they raise and lower with a smooth gliding action. . . 
never require locking position. EMMERT Upright Units are built in 
44 standard sizes as well as specials of any length. One installa- 
tion employs 15 units 7 feet high by 141 feet long. Write Dept. M 
today for complete information on these cost saving units. 


BOOKS FOR MANAGEMENT 
ee ee ee) ae Fl 


DRAWS THE ACCURATE 





EMMERT MANUFACTURING COMPANY 
WAYNESBORO . PENNSYLVANIA 
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Leadership through speech 


Tue Roap To Persuasion, by William Muehl. Oxford | VW | Soa - D a FY ~- Fe fe) @ ) T 


University Press, New York. 1956. 254 pages. $3.95. 
Review by Charles S. Doerr* | Any number of 
Management men must assert leadership through Countrol Systems, 
ee on aneueell 


speech. The successful manager provides himself with | 

tools that will help him to speak better in all kinds of | Caf be based 
situations. One such tool is William Muehl’s The Road 

to Persuasion, a handbook that belongs in the library on the 


of the new kind of manager. 
The communication and persuasion sections of the | 
book emphasize the dual necessity of understanding | - 


your own objective in each speech you give, and of 


gaining a prior understanding of your audience. Here | 
are gathered together in an interesting and informa- | 
tive fashion all of the many elements of these impor- 


tant processes. To many, the points covered may seem 

familiar ones, but there will be general agreement that | Simple punched-card 

we usually fail to remember and practice at least some | systems, based on 

of them. These are presented not only in an instructive | Vary-Tally Multiple 

manner but are evaluated in a way that emphasizes | Unit Reset Counters, 

their relative importance. give complete and up-to- 
William Muehl’s advice on speech preparation is | the-minute cost and stock-control information by ose 

direct, thoroughly practical, and complete. Prudish pro- | ©°!0"S, sizes, textures, grades, customers, or other classi- 
Sete a . ‘ . | fications. Also keeps production geared more closely to 

hibitions, based on precedents, are not found in this desand. Lot we diate voi haw onan’ te ia 

book. Not only extemporaneous speech, but the manu- a Vary-Tally system for your particular needs. 

script speech and the memorized address are covered | ured ene tet: Maan 

for those who have a preference or face the need for P vo SERIO ee 


vf 
® Charles S. Doerr, an instructor and consultant on public speaking, is | “The Name that Counts 
executive secretary of The Engineers’ Club of Philadelphia and editor-in- 


chief of the “Delaware Valley Announcer.” (Circle 774 for more information) 
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SIMPLIFIED PACKAGING 
FOR SMALL APPLIANCES 


oUS-RA 


Exclusive Vertical-Horizontal suspension safeguards your 
product both in and out of its shipping carton . 
Fewer packaging components and the elimination of 
pad folding reduce labor and material costs. 


ngineered to your product and pretested by N.S.T. procedures 


Laboratory | Laboratory Developed and Tested Packaging | and Tested | Laboratory Developed and Tested Packaging | 


VANANT COMPANY , INC. 
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954 S. Water Street. Milwaukee 4, Wis 














no more 
cold feet with 


iieet ro Mat 


ELECTRIC FLOOR MA 






Production line and office 
workers can now work 


in absolute comfort 


The new low priced ELECTRO MAT throws off 
a gentle warmth that keeps workers healthy, happy 
rie and comfortable. 14”x 21" portable foot warmer 

is safe and economical . . . consuming less power 
than a 75 Watt light bulb. It is made of high 
quality neoprene rubber. 


Attention Employers 


Increase the efficiency of your employees and help 
prevent colds which cause absenteeism by equip- 
ping each employee with an Electro Mat. 

A NN AN RR SS IA SD Me RN OREN eA OE 


IMPORTANT SAVING: If 6 or re Electro 
Mats ordered price is only $6. 

Please send me: [J Electro boay at $7.95 each. 
Enclosed is my check [] money order (J 
00 C.O.D. I am enclosing $1.00. Will pay 
postman balance of $6.95 plus C.O.D. fee 


helps 
prevent 
colds 





Mail check or 
money order today 


Only Name 


$ Street Zone 
City State 
e 10 Day Money Back Guarantee 


Helivacad INTERSTATE RUBBER PRopucts Corp., Dept. 142 
908 Avila St., Los Angeles 12, California 
12020 Lake Ave., Lakewood, Ohio 











Dealer Inquiries Invited. 


(Circle 744 for more information) 





them. The author discusses sensibly the degree of use- 
fulness of each type in diverse speaking situations. 

In addition to treating fully and well the prepara- 
tion both of the speaker and of his speech, the author 
writes with equal authority on speech delivery prin- 
ciples and skills. He lays at rest some time-worn, out- 
moded practices and admonishments, offering logical 
and entirely acceptable reasons for casting them out. 

As extra dividends, Muehl gives valuable guidance 
in the modern and more specialized fields of radio 
and television speech. It is entirely possible that even 
platform speaking would be improved if a few of 
his recommendations for radio-television speech were 
adapted to it. 

Further, every manager and junior executive could 
insure his greater effectiveness if he took to heart the 
relationship the author outlines of the principles of 
speech leadership to the proper conduct of meetings. 

The Road to Persuasion offers comprehensive cov- 
erage of the philosophy and the techniques of speech 
leadership. A glance at the contents reveals its scope. 
Its treatment of any of the features already discussed 
alone would justify its use by the new kind of man- 
ager. 


Supervisors or just talkers? 


INFLUENCING EMPLOYEE BEHAVIOR, by Richard P. Cal- 
hoon and C. A. Kirkpatrick. McGraw-Hill Book Co., 
New York. 1956. 312 pp. $4. 


Reviewed by Leslie M. Slote* 

Here is practical advice for the neophyte entering 
the first echelon ranks of supervision, or for the ex- 
perienced manager seeking a fresh approach to the 
human relations problems of supervision. This volume 
should be equally useful to the reader responsible for 
a supervisory development program in his company. 

The authors cover the so-called intangibles of suc- 
cessful supervision. Their major premises are that a 
supervisors first responsibility is to influence em- 
ployees to get the work out, and that this is a function 
of his communications skill. They say: “Favorable re- 
action and action are the acid test of the supervisor’s 
success. Supervisors who try to influence but obtain 
no results are mere talkers, not supervisors.” 

Prof. Calhoon and Prof. Kirkpatrick strive for a bet- 
ter understanding of employee behavior by showing 
that each person brings to his job his emotional and 
mental makeup, his church, school, and family back- 
ground, and his home problems. Therefore, a constant 
job of selling is required to motivate employees, gain 
their willing acceptance, and direct them to accomplish 
results. This book shows how an effective sales-inter- 
view type of approach can be used to sell employees 
on management objectives. It explains in detail how 
the supervisor ought to plan and tell his story, demon- 
strate his proposal, dispose of resistance, and then 
clinch the “sale” by getting the employee’s commit- 
ment to think or act as the supervisor has proposed. 

The authors point out that resistance and opposi- 
tion are quite natural and are encountered constantly. 
They show that the approach to these problems is 
through understanding of cause and effect, and then 





® Leslie M. Slote is a management and labor relations consultant. 


MANAGEMENT METHODS 





os. 
V- 
ch 
ye. 


ed 


in- 


al- 


ng 
2X- 


he 


ok- 
ant 
1in 
ish 
er- 
2S 
OW 
yn- 
en 
it- 


)Si- 
ly. 

is 
en 





explain various techniques of preventing or overcom- 
ing objections. This is quite different from the school 
of thought that believes in fearing, ignoring, or sup- 
pressing employee reaction, rather than anticipating 
it, bringing it into the open, and dealing with it effec- 
tively. 

This is an excellent text for group discussion and 
training, particularly with the role-playing exercises at 
the end of each chapter. The authors could have tem- 
pered their factual, logical approach with more excit- 
ing case histories and dramatic instances of successful 
applications. They go into considerable practical dis- 
cussion of effective employee presentations and dem- 
onstrations, showing how to use visual aids. However, 
they neglect to take their own advice: there isn’t a dia- 
gram or sketch in the entire book. 

The authors, realizing that the body of knowledge 
they have compiled can only be useful when put into 
practice, conclude their book with a program of self- 
improvement for the supervisor. They recognize the 
fact that most of the supervisor’s problems are in hu- 
man relations, rather than the area of technical know- 
how, and that supervisory development is largely a 
calculated program of self-improvement. 


Forty Years of Economic Prosperity 


How far have we come economically since 1915? 
Using the barometers of population, consumption, in- 
vestment and technology, and government and debt; 
the National Industrial Conference Board has been 
able to chart graphically, the exact advances of indus- 
try. Then, with past progress as a guide, a schedule of 
future economic activity is drawn. The point of this 
comparison and the theme of the book is that this 
“long look” back, put side by side to the “long look” 
forward, makes crystal clear the dynamic expansive 
potential of industry. 

NATIONAL INDUSTRIAL CONFERENCE BOARD, 460 Park 
Ave., New York 22, N. Y. 32 Pages. $1.00. 


Electronics in Management 


This book, adapted from the proceedings of the first 
Institute on Electronics in Management at the Ameri- 
can University, deals with the changing problem areas 
of office electronics. It has a heavy emphasis on gov- 
ernment computer installations, and contains some ex- 
cellent discussion of the pitfalls of automation. It also 
covers familiar guides for selecting equipment, esti- 
mating costs, training personnel, and computer appli- 
cations. A special feature is a bibliography of recent 
automation articles. 

Edited by LOWELL H. HATTERY, GEORGE P. BUSH, Uni- 
versity Press, 1621 Connecticut Ave., N. W., Washing- 
ton, D. C. 207 Pages. $6.00. 


Introduction to American Business 


Intended as a college text, this extensive volume deals 
in almost every conceivable aspect of the business pic- 
ture. Its 34 chapters are broad enough to be effectively 
informative. 

FERDINAND F. MAUSER, DAVID J. SCHWARTZ, JR., The 
American Book Co., 55 Fifth Ave., New York 3, N. Y. 
660 Pages. $6.00. 
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INQUIRIES INVITED 


Can we help you—or your firm—print or publish, 
write or edit, any of the following: 





HOUSE MAGAZINES 
ASSOCIATION OR CONVENTION 
NEWSPAPERS 
ANNUAL REPORTS 
COMPANY HISTORIES 
BOOKS OF PROCEEDINGS 


Management Publishing Corporation, a wholly- 
owned subsidiary of Management Magazines, Inc. 
(publishers of Management Methods) is now staffed 
to assist companies or individuals with problems re- 
quiring a high degree of professional publishing 
skill. The full editorial and technical resources of 
our parent company are available on a service fee 
or participation basis. 


For more information, phone or write: 
RICHARD R. CONARROE 
Executive Editor 
MANAGEMENT PUBLISHING CORP. 


22 West Putnam Ave., Greenwich, Conn. 
Phone GR. 8-7330 
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FOLDING TABLET ARM CHAIR 


A CHAIR and a DESK in ONLY 3 INCHES 


This versatile chair has found widespread use in sales conferences, 
training classes, auxiliary school rooms, examination rooms 
cafeterias, meeting rooms or as extra chairs and writing surfaces 
in offices. The chair can also be used with the arm folded down 
out of the way. And, the amazing thing about this quality 

built chair is that it folds to a thickness of only 3”! 


The only folding chair backed 
by a 10 YEAR GUARANTEE! 


MANUFACTURING co. 


Dept. 47, 4640 W. Harrison, Chicago 44, Ill. 
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Gathers 3,000 sets an hour— 


Macey Collator saves users 


up to 90% of hand collating costs! 





The Macey Collator finally disposes 

of gathering and assembling by hand...a 
drudgery job, resented by office people, and 
a long-time headache for office managers 
and methods men. 


‘The Macey collates eight times faster than 
manual workers, and far more accurately... 
prevents disruption of office work schedules, 
borrowing of personnel, avoids overtime and 
standby crew expense, gets printed matter into 
use sooner, at a healthy cut in overhead costs. 

The Macey Collator brings a new versatility 
to collating...assembles single sheets, signa- 
tures, card inserts, samples and photographs 
of varying sizes, weights, and finishes. It can 
put together complex presentations of as- 
sorted exhibits, as well as routine collections 
of multigraphed and printed pages, lists, 
releases, bulletins, instruction manuals, cata- 
logs, price schedules, etc. 

In any paperwork operation — insurance, 
research, mail advertising, printing, education, 





e Fully automatic. Suction feed. Positive feeding control 


Armed Forces, government agencies — the of every sheet. Easily set up. 
Macey Collator can make important savings e Handles sheets as small as 2 by 5 inches; and as large 
in time and costs. And its wide utility lets as 12 by 17 inches, depending on model. 


many departments share in the savings. e Available in 4, 8, 12 or 16 stations. 


A survey of your collating requirements, 
without obligation, will show how the Macey 
can help you. Call any Pitney-Bowes office, ty 
or send coupon for booklet and case studies. : 


e Stacker, offset delivery unit, and wire stapler optional. 


e Pitney-Bowes service available, coast to coast. 
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PITNEY-BoweEs, INC., 
% 4503 Crosby Street, 
? Stamford, Conn. 


The Macey Collator is 
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sold and serviced by 

—_ ' Send free illustrated booklet and case studies. 
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Pitney-B . : 
— I e Owes, Ine. ! Stem cai Wothet Tes . 
bd 
Originators of the postage meter...leading maker of mailing aca ganctciabcinsereencesipelect-ociae igen. a 
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machines ...with offices in 95 cities in the U.S. and Canada. 
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Eight ways not to use 


punched cards 


Here is the accumulated experience of companies who mis- 


applied a machine accounting system. If you contemplate such 
a system, or want to check the value of your present tabulating 
set up, these “boners” will serve as a handy check-list. 


by W. R. Anderson, C.P.A., Chicago 


mmm |= Electronic data- 
processing equipment has_ not 
pushed the punched card system 
out of the field. To the contrary, 
more applications of punched 
cards are being planned each year 
—some in conjunction with elec- 
tronic equipment. 

For the many companies plan- 
ning these installations, nothing 
could be more useful than the 
practical words of advice that ex- 
perienced punched card users have 
accumulated in their experience. 
In the following cases, company 
names have been withheld to pro- 
tect the embarrassed. 


1. Be sure there is a need for repe- 
titious use of the cards. It is sur- 
prising how often this fundamental 
principle is forgotten. Data is re- 
corded in punched cards so that a 
variety of reports can be obtained 
by re-sorting and re-printing the 
same cards. Unless the cards have 
at least two uses (preferably three 
or more), punched cards are im- 
practical in value. 

After extended deliberation, a 
small metal parts manufacturer 
planned a tally of shipments by 
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part number. At the same time, a 
soft goods manufacturer finally de- 
cided to summarize incoming 
orders by style number and sizes. 
Both companies were warned that 
no savings would result from one- 
time use of cards. Both insisted 
they wanted to make a limited trial, 
then would expand if the test was 
successful. In each case, the trial 
lasted less than 30 days. They 
found that punching, sorting, and 
tabulating cards took longer than 
a manual tally, and abandoned the 
test. Both are now outspoken—and 
certainly unfair—foes of punched 
card procedures. 


2. Make sure there are not too many 
exceptions to a routine in the ap- 
plication. This consideration, an ab- 
solute in applying electronic com- 
puters, is almost as important in 
plans for tabulating equipment. 
Accounts receivable is one of the 
less logical of punched card appli- 
cations. One customer wants state- 
ments in triplicate, another no 
statement. There are returns, ad- 
justments, allowances, partial pay- 
ments, and delinquencies. 

Despite the heavy odds against 
success, one western appliance 
maker decided on_ tabulating 
equipment for accounts receivable 
—sending all original data to a serv- 
ice bureau! The experiment lasted 
only a few months, but cost the 
company many thousands of dol- 
lars in excess costs and, more im- 
portant in customer ill-will. 

An industrial equipment manu- 





TRANSPORTATION 


¢ PRODUCTION CONTROL 
e ACCOUNTING 

e SALES ORDERS 

¢ QUALITY CONTROL 

¢ TRANSPORTATION 

e MAINTENANCE 

e MATERIAL CONTROL 

¢ CENTRAL FILES 





TRANSPORTATION .. . keeping 
goods, equipment and people on 
their way .. . depends on sending 
and receiving information quickly 
and accurately. Air lines, railroads, 
truck and bus operators, hotels and 
others use the TelAutograph Tele- 
scriber System of ELECTRONIC 
LONGHAND for dispatching, res- 
ervations, rerouting, weather re- 
ports, traffic control and many 
other time-saving services. Written 
messages ... sent and received in- 
stantly and simultaneously . . 
eliminate verbal misunderstand- 
ings and minimize wasteful work 
interruptions. Send coupon for full 
details, mailed to you. 


Tel Culog vafrh * 








1128 Crenshaw Blvd. 
Los Angeles 19, Calif. * Dept. 1T56-B 
Please send brochure on use of 
TelAutograph in my business. 











Nome Position 
Company 

Street City. 
County State 





Type of Business 
*Trademark Reg. U S. Pat. Off. 
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CORRES-FILE ® 
..+1 love it!” 


NC 








CORRES-FILE increases efficiency — saves 
time (50%) and money—improves employee 
morale, by taking the file clerk out of the 
laboring class! PATENTED 


Saves 
TIME, LABOR and 
up to 40% in SPACE! 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 
Westport, Conn. 





1 Please send free Booklet on CORRES-FILE. ; 
: Name . Pavathousisintsdeduasangeseencstscckeamans 1 
7 IN inn Se i rah os ak caeinge ; 
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facturer used semi-automatic 
equipment for domestic billing of 
service parts, but is wise enough 
not to try it for export billing. 
Their experience indicated the high 
cost of individualized handling of 
shipments to many different for- 
eign countries. Export sales, aggre- 
gating 10% of domestic sales, would 
have required three times the bill- 
ing cost in personnel and equip- 
ment rental, if punched cards were 
to be used. 

3. Use only for proved routines. 
A defense subcontractor installed 
punched card machines for pro- 
duction control. Procedures were 
carefully planned for several 
months, and rehearsed in detail 
with all supervisory personnel. One 
basic point was overlooked—some 
cards were handled by men whose 
hands came in contact with chemi- 
cals. Each day a few cards became 
moistened with non-drying chemi- 
cals, causing sticking of cards 
which resulted in sorter jams. It 





took several weeks to revise pro- 
cedures to eliminate this problem. 


4. Don’t apply to any procedures 
with incomplete files. One medium- 
sized firm, using their equipment 
for payroll and labor distribution, 
decided to go one step further and 
make a quarterly comparison be- 
tween actual production and stand- 
ards used in determining merit in- 
creases. The resulting reports were 
somewhat fantastic—-some men 
showed an apparent efficiency of 
400 per cent. 

A subsequent study showed hun- 
dreds of errors in these standards, 
usually misplaced decimal. points, 
which had been caught by the man 
making a manual analysis, but never 
adjusted in the basic files. 

5. Don’t expect overnight miracles. 
Almost any executive will admit 
that it takes six months’ experience 
or more for the average clerk to do 
a complete and competent job in 


handling the average clerical posi- 
tion. Still, it is amazing how many 
executives expect a smoothly run- 
ning punched card installation in 
60 days, and look for major savings 
soon thereafter. 

One large company installed a 
payroll system and had it oper- 
ating efficiently in 30 days, but in 
the process created animosities be- 
tween employees and the manufac- 
turer’s personnel that persisted five 
years later. Wise is the management 
which allows a few months for per- 
sonnel to become familiar with 
machines and procedures, and re- 
quires several “dry-runs” using a 
previous month’s data for practice. 

It is possible to save money the 
first year, but not probable. For 
the average company, two choices 
are given: 

(a) Start slowly, spending sev- 
eral weeks in instruction of all op- 
erators in the use of the equip- 
ment and in the details of proce- 
dures. Using a previous month’s 
data, go through the routine com- 
pletely at least twice. Begin the 
actual conversion of day-to-day 
operations by taking a small op- 
eration and gradually expanding. 
In this period, machine rentals 
and operator salaries will be high 
in proportion to results that will be 
accomplished. 

(b) Mechanize a_ good-sized 
function completely, but be pre- 
pared to pay the cost of heavy 
overtime or a second shift for a 
few months. 


6. Don’t expect to get everything 
you got in manually prepared re- 
ports, in exactly the same format. 
Some reports may be eliminated 
entirely; others may have to be 
rearranged or condensed for the 
sake of efficient preparation. Be 
prepared to accept code numbers, 
abbreviated descriptions, and other 
devices necessary for speedy data 
processing. Consult with local serv- 
ice bureaus using the same type of 
equipment, and consider the pos- 
sibility of using their standard con- 
trol panels. (One manufacturer 
charges $120 or more for a control 
panel that requires several weeks to 
obtain from the factory; another 
uses “pluggable” boards, but 
charges a justifiably steep price 
for a technician’s time to wire and 
test it. Incidentally, the latter com- 
pany is now using fixed boards 

(Continued on page 95) 
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Revolutionary New Photocopy Machine 
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DIAL-A-MATIC 


Now Get instant photocopies of anything written, printed, 
typed, drawn or photographed right in your own office. 





Styled by 
Charles E. Jones & Assoc. 


The secret to the world's easiest copying 
method is in the dial. Amazing newly de- 
signed automatic copy control assures per- 
fect copies every time. Just set the dial to 
the type of copies you want—your copies 


Turn the dial . . . get the clearest, fastest 
most convenient copy of anything. It’s the 
new all electric Apeco Dial-A-Matic Auto- 
Stat with revolutionary finger tip dial con- 
trol. It’s light weight for easy portability 
.». compact to fit on the corner of any desk 
and is styled in polished and satin finish 


stainless steel. It copies any original up to 
15” wide, any length or color on opaque 
or transparent paper—printed on one or 
both sides. The Apeco Dial-A-Matic Auto- 
Stat offers hundreds of money and time 
saving uses at a price well within the 
budget of even the smallest firm. 


are ready in seconds. 


Delivered with Lifetime 
Service Guarantee 


Have You Read This [ 


NEW BOOK? ! 


Mail This 
‘ AIR MAIL 


Postage Paid Card 
For your FREE BOOK 
(See other side. 


MERICAN PHOTOCOPY EQUIPMENT CO. 
Chicago 26, Ill. 












American Photocopy Equipment Co. 
1920 W. Peterson Avenue (Dept. MM-116) 
Chicago 26, Ill. 

Rush me, without obligation, your free booklet 
on new Apeco Dial-A-Matic Auto-Stat copying. 

I understand this factual report will show me 


how I can improve the efficiency of my business 
as well as increase work output. 


PLEASE PRINT 
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Address 
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In Canada: Apeco of Canada, Ltd. 
134 Park Lawn Rd., Toronto, Ont. 
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COPY ANYTHING 


AUTOMATICALLY 
New FREE book tells how... 


Your free copy of this new booklet is packed with pic- 
tures and details about this revolutionary new copying 
method. Tells what Apeco Dial-A-Matic Auto-Stat 
copies are and how you can use these copies in your 
business. You, as well as every executive member of 
your staff, should read this worthwhile informative, 
factual report on this important new copy maker. You 
will find out how you can save time and money by 
speeding production, by cutting costly office paper 
work, by expediting shipping and receiving and hun- 
= of other ways to increase the efficiency of your 
usiness. 


A Ba Qa 


(Sec. 34.9 P.L.&R.) 
Chicago 26, Ill. 
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at a price of approximately $100). 
Service bureaus can be a life- 


saver in emergencies. A large dis- | 


tributing company had such an 
emergency, and was delighted with 
the prompt assistance it received. 
After an unsuccessful study to find 
additional applications for their 
equipment, they found it was 
cheaper to give up their equipment 
and send their payroll problems to 
the service bureau. . 
7. Don’t use in applications where 
a few hours delay is_ serious. 
Punched cards are efficient where 
there is an adequate volume for 


bulk handling of data. That some- | 


times necessitates waiting until a 
worthwhile batch has accumulated. 

A large clothing manufacturer 
tested punched cards for service 


parts billing to dealers, but found | 


that emergency orders were de- 
layed, and stock-pickers were al- 


ternately idle or swamped much of | 
the time because of the sporadic | 
output of orders by the tabulating | 


department. They went back to 
typed orders. 

Another company tabulated in- 
ternal orders and sales invoices for 
shoes. Bulk stock orders were no 
problem, but rush orders for one 
or a few pairs were delayed pre- 
cious hours, which often added a 


! 





day to delivery time. At last re- | 


ports, they were trying to decide 
between punched cards economies 


and the same-day service on which | 


they prided themselves. 

8. Don’t make the tabulating de- 
partment a catch-all for odious or 
fanciful reports, just because the 
equipment is there. This has been 
a principal cause of failure of tabu- 


lating departments for many years. | 


Let’s consider the case of the food 
processor who installed punched 
card equipment for payroll and 


labor distribution about 1948. All | 


went well for about two years. 


Then a whimsical management and | 


an enthusiastic machine salesman 
combined against a too-accommo- 
dating (or weak) tabulating super- 
visor. They loaded the department 
with a variety of semi-necessary 


special projects, most of which were | 
to be completed about the 5th of | 
each month. The whole installation | 
ground to an agonized halt. The | 
company now prides itself on its | 


fine manual system, unhampered 


by any equipment more compli- | 


cated than desk calculators. m/m 
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when this happens in YOUR office... 
call Manpower, inc. for 


TEM PORARBT FAELr 


° TYPISTS 
e STENOS 
e OFFICE WORKERS 


Use our bonded, insured 
employees as long as 

you need them at 

low hourly rates. 

Call the Manpower 

office in your city. 


Ask for Brochure 
G-115 


manpower, inc. 


OVER 90 OFFICES FROM COAST-TO-COAST 


home office: 
820 N. Plankinton Ave. 
Milwaukee, Wis. 
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” Who's Got That 
Jones Estimate? 


Tearing the hair only makes for ulcers. 
Keep your papers filed the Acco way and 
stay happy. Your estimates, orders, cor- 
respondence, invoices—all your business 
records —are always where you want them, 
when you want them, when you use Acco- 
press Binders or Accobind 
Folders in your files. Made 
of durable pressboard (choice 
§ of 5 colors) to last and last. 
Loose-leaf binding at a low 
price. Sizes to fit all your 
needs—and to bind from a 
single sheet to a six inch pile. 
Acco equip your files now. 
Ask your stationer. 





ACCO PRODUCTS, Ine. | 


Ogdensburg, N.Y. 
In Canada: Acco Canadian Co., Ltd., Toronto 
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Seals TIGHT on Contact .. Without Moisture 


An amazing envelope seal that cuts clo- 
sure time IN HALF in your mail room or 
packaging departments. Eliminates messy 
sponges, moistening equipment... seals 
at a TOUCH —securely! Store safely — 
gum adheres only to itself. Unaffected by 
humidity. Open end or open side styles. 








| 





FREE SAMPLES: Write for samples. Send 
samples of your present mailing or pack- 
aging envelopes. No obligation. 











TENSION ENVELOPE CORP. 
819 East 19th St., Kansas City 8, Missouri 


New York 36, N_Y St 


Des Moines 14, lowa K 
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How to fight the ‘Discount House 


This company found that discount sellers were poisoning sales vigor. 


Management attacked the discounters with bold action. The re- 


sult: a new surge of selling incentive—and an increase in sales. 


ques Why do business- 
men succumb to the temptation of 
the discount sale? Basically the 
answer lies in the promise of quick 
profit and fast turnover. Yet these 
advantages often create disadvan- 
tages that make the discount sale 
the instrument of company ruin. 
The Skil Corporation, manufac- 
turer of portable power tools, found 
that a single clause in its sales pol- 
icy was generating just such a situa- 
tion. The clause permitted fran- 
chised distributors to split discounts 
with non-franchised distributors 
who had occasional calls for Skil 
products. This policy was crippling 
the over-all effectiveness of the com- 
panys sales program. By eliminat- 
ing it, the company found its whole 













marketing operation surging for- 
ward with renewed vigor. 


What happened 

The Skil marketing setup is 
based on 35 factory-owned sales 
and service branches in the U.S. 
and Canada. These branches main- 
tain contact with a national net- 
work of 4-5,000 independent dis- 
tributors. Although the company 
operates its own sales force of 
about 100 men, the job of face-to- 
face selling falls right in the laps 
of the independent distributors. 

Before January 1955, with the 
discount clause in operation, sev- 
eral discouraging signs were in 
evidence. Distributor incentive was 
at a low level. They were forced to 


compete with every resale dis- 
count outfit in their territories, since 
each of these was in a position to 
pick up a Skil product at half the 
dealer discount whenever it could 
sell one. Because these discount 
dealers had no stake in stock or 
overhead to handle the Skil line, 
they could cut their prices. The 
over-all effect was to force the Skil 
distributor into a reduction of his 
own prices in order to compete. 
Instead of a fixed national price, 
the price of Skil products “found its 
own level” locally. 

In some territories, competition 
even developed among Skil dis- 
tributors themselves to get the busi- 
ness of the discounters. This re- 
sulted in some offering the dis- 


Voiding one sales policy paragraph 
put teeth into Skil Corporation’s pro- 


<@ gram to cut out discount sales. 


When prices decrease, the distributor 
must increase sales to come out with 
the same profit volume. For example, 
if profit margin is 20% and discounts 
pare price by only 5%, the distributor 
must increase his volume of sales by 
33 1/3% to maintain the same profit. 
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counters more than the 50% split 
discount allowed by the sales pol- 
icy. Some distributors found this 
arrangement profitable, but the to- 
tal picture, from the company 
standpoint, was bleak. Instead of 
sales going ahead through a posi- 
tive sales program led by a hard 
hitting force of profit-oriented dis- 
tributors, the company found itself 
unable to control an erratic, drift- 
ing sales picture. 


How they fixed it 


A “profit stability” policy was in- 
augurated in early 1955 by Skil top 
management. The objective was to 
provide a standard, good profit to 
each of the company’s distributors 
every time he made a Skil sale. In 
this manner, the company hoped to 
give back to the distributor his in- 
centive to push his own consumer 
sales of Skil products, and to pro- 
vide the company with a chance to 
influence distributors with com- 
pany-originated sales and promo- 
tion campaigns. 

The policy was begun in the two 
most blighted sales areas, the 
Northeast and the Pacific Coast. 
New formal sales policy brochures 
were issued. These, in fact, were 
copies of the old policy with the 
paragraph on pick-up discounts 
boldly voided with a rubber stamp 
(Figure 1). Skil branch salesmen 
called on the distributors; they ex- 
plained the company’s new posi- 
tion and the intent to remain firm 


GROSS MARGIN 20% 


IF PRICE CUT 


oe ie 33-1/39%, 
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WHY PROFIT STABILITY PAYS OFF 


Additional volume to maintain equal dollar profit 


43 33 28 
67 50 40 
100 7| 55 
150 100 75 


on the new policy of allowing no 
more split-profit selling. 

The initial shock of the program 
brought a wave of resignations 
from distributors who were re- 
sponsible for the largest percentage 
of discount sales. Others agreed to 
the new arrangement with misgiv- 
ings. There were drop-offs of busi- 
ness in some trade areas. Distribu- 
tors operated cautiously, waiting to 
see if the new policy would catch 
on. 
After the shock, however, most 
of the distributors caught up the 
enthusiasm of the company and 
ran with it. Sales went up (industrial 
line sales went up 20% in 1955) and 
the distributors volunteered reports 
of success. 


The reaction 


In New York State, for example, 
where Skil had previously had a 
big discount problem, a total of 81 
distributors was dropped. At the 
same time, sales for 1955 in the 
state fell just short of being double 
the 1954 volume, with prospects 
even brighter for 1956. 

Four Skil branches on the Pacific 
Coast reported sales increases for 
the year of 54%, 50%, 29%, and 13%. 
Outside distributors began to make 
inquiries to the company for fran- 
chises. Many of them have since 
been granted these now valuable 
franchises. 

As soon as the benefits of the 
new policy became evident, the 










25% 30% 35% 


25% 20% 16% 


profit stability program was insti- 
tuted in other marketing areas. Re- 
cently, full conversion has been 
completed, with the Southeast and 
Southwest the last marketing areas 
to come under the influence of the 
profit stability policy. 

Skil has held sales conferences 
across the country to check dis- 
tributor reaction. Typical of the 
reactions to the new policy were 
these remarks garnered from dis- 
tributors at some of these meetings 
by William K. Downey, vice presi- 
dent in charge of sales: 

“The new policy has in- 
jected new life into the selling of 

. portable power tools.” 

“What's the use of doing business 
if you can’t make money—you can’t 
just trade dollars.” 

“Our salesmen are selling . . . 
with confidence that they will not 
lose a sale to competition because 
of ridiculous discounts. That’s the 
way to do business.” 

“Sincerity, service and honesty 
with the customer can beat price.” 

“We have reviewed the gross 
profit of all our lines and are happy 
to report that as a result of the Skil 
policy, power tools are now one of 
our key lines in gross profit and 
volume.” 


The results 

Although the results of this new 
policy are far from being accurately 
tabulated, there are several signifi- 
cant signs of its success. In the first 
six months of 1956, sales of Skil in- 
dustrial tools increased 10% over 
1955. The increase appears most 
apparent in those areas where the 
profit stability program has been in 
effect longest. 

Profits are likewise not so easily 
attributed to the new policy, nor 
are they yet fully tabulated. How- 
ever, the company feels that the 
policy is helping to reach the ulti- 
mate objective of fewer distributors 
selling more merchandise. They 
feel profits will increase substan- 
tially as this arrangement improves, 
because sales cost will be down per 
dollar of volume, and other costs, 
such as bookeeping, collection, out- 
bound freight, will also decline 
proportionately. In junking the 
quick sale through every dealer 
with a single customer and build- 
ing a network of fewer but stronger 
distributors, the company hopes to 
insure its future growth on a more 
solid foundation. m/m 
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The System that 
Activates Microfilmed 
Records 





All of the Articles of Incorpora- 
tion filed in a large western 
state are microfilmed and filed 
in Filmsort Vidifile Jackets, in- 
dexed for active use. Filmed on 
16mm microfilm, the Articles, 
By-laws and other pertinent 
data are filed in over 100,000 
4x 6” Jacket cards. The Vidifile 
Jacket with horizontally slit 





chambers for fast and simple 
filing of film strips is ideal for 
this application. Filmsort In- 
spector readers are utilized for 
reference purposes. 

The original and most com- 
plete system for unitized micro- 
film, Filmsort offers versatility 
and adaptability unique in its 
field. Filmsort files filmed re- 
cords by frame or strip in Aper- 
ture card or Jacket, and provides 
the key to the mechanized filing, 
locating and reproduction of all 
types of microfilmed documents. 


For the Filmsort system and equipment best suited to 
your records needs, see your local Filmsort distributor. 


DIVISION OF 
DEXTER FOLDER COMPANY 
® Pearl River, New York 
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Mergers 
(Continued from page 29) 


meet his desire for safety of prin- 
cipal. He withdrew from negotia- 
tions. 

The fourth prospect was a cor- 
poration which Mr. A admired. The 
consultant realized that only if this 
prospect could visualize the future 
growth of Mr. A’s company would 
it reach Mr. A’s price. 

The consultant offered a solu- 
tion. He demonstrated that the land 
and buildings of Mr. A’s company 
were carried at values consider- 
ably below current market prices. 
This accounted in part for the high 
asking price. The consultant per- 
suaded the prospect to buy all the 
other assets for cash, and lease the 
plant from Mr. A’s corporation for 
a term of years. Mr. A agreed to 
remain in charge for a minimum of 
five years. 

The final result satisfied the re- 
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quirements of both parties and the 
sale was consummated. The pur- 
chaser bought the company’s in- 
ventory and machinery at essen- 
tially their book values while Mr. A 
receive the increment over book in 
the form of retaining the “under- 
valued” land and buildings. Both 
parties were pleased with the out- 
come. 

All of the above negotiations in- 
volved a period of about 14 months. 
Even simple transactions such as 
this are seldom quickly consum- 
mated. The intermediary’s fee, paid 
by the seller for such service, was 
contingent on the successful com- 
pletion of the merger, and repre- 
sented only a small part of the 
higher price the seller finally ob- 
tained for the business. m/m 
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1 Lighters arrive by chute, are 
unpacked, placed on conveyor. 


2 An estimate is prepared, then 
typists write order, invoice. 


3 Work lots of damaged lighters 
move to mechanics for repair. 


links 





A conveyor system 





SURREY, NOVEMBER 
—A single conveyor line that con- 
nects all operations—clerical and 
shop—speeds the repair operations 
at Ronson Products, Ltd., British 
counterpart of the American firm. 

From the time a damaged lighter 
arrives in the mail, it rides a belt 
through each step in the service 
process, until it is packaged and on 
its way back to the customer. 

The lighter arrives by chute, is 
unpacked and placed on the con- 
veyor with customer’s letter. It 
moves to estimator who attaches es- 
timate sheet, then is conveyed to 


4 Repaired lighters are checked 
and tested at inspection area. 


office and shop operations 


typist where order sheet and in- 
voice are prepared. Next to a con- 
trol center to be batched with other 
lighters to form work lot for one of 
the mechanics stationed along the 
belt (light signals keep workload 
evenly distributed). When repaired, 
the lighter goes to inspectors, fi- 
nally to mail clerks for immediate 
delivery to the post office. m/m 





The material for this article was sup- 
plied through the courtesy of the Brit- 
ish Information Service. 





5 Finally, re-packaged lighters 
are dispatched to post office. 
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Jor a recorder atone! 
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SOLD AND SERVICED BY 


Belle Howell Bu rroughs Burroughs 


MICROFILM EQUIPMENT 





“Burroughs” and “‘Micro-Twin’—TM’s 


Talk about microfilming until youre Z 
blue tn the face...but [just cant afford tt! ; 





Obviously you havent heard! 
The new Micro-Twin recorder-reader 
costs less than you might expect to pay 


Here—combined and complete in a single unit—is 


seeeeeee the microfilming equipment you can afford. 


For the unique Micro-Twin that converts from 
recording to reading and back again—at the mere 
flick of a knob—actually costs substantially less 
than any other up-to-date microfilming system. 


It records as fast as it can be fed—by hand or 
automatically. You can photograph documents 
front and back simultaneously or one side only, as 
you prefer. You can even make full-size facsimile 
prints of any document image right from the 
Reader—and actually develop them in just a few 
minutes without a darkroom. 


Another important point! You also get these 
modern microfilming advantages in the new Model 
205 Microfilm Recorder and the Model 206 Reader. 
These, too, are precision-built by Bell & Howell. 


Yes, now that it is priced within your reach, 
isn’t it time you.began to enjoy the space-saving, 
time-saving, money-saving advantages of micro- 
filming? For your demonstration, just call our 
nearest branch office. Burroughs Corporation, 
Detroit 32, Michigan. 
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"Before I 


delegated, I 


worked 18-hour days." 


a real temptation to rationalize that 
I'd have to run the business my- 
self, after all.” 

Instead, he refused to become 
involved in such problems, and re- 
emphasized that when he delegated 
responsibility and authority, he 
meant it. Once this became clear, 
Glaser found that it was not long 
before his team was beginning to 
run with the ball. 


The committee approach 


All was not smooth sailing, how- 
ever, in setting up the management 
organization. For one thing, none 
of the people in manufacturing was 
qualified personally to assume re- 
sponsibilities as director of manu- 
facturing. Glaser was still handling 
these duties personally in mid-1953. 
But now he searched around out- 
side the company and found a man 
to take over. 

Careful efforts, both on the part 
of Revell itself and its consulting 
psychologists, went into the selec- 
tion of the new executive. But eight 
months later it was clear that the 
selection had been out of line with 
the company’s current needs. 

A new director of manufacturing 
was brought in. This man had 
heavy experience in plastic molding 
and factory management. But de- 
spite the fact that he contributed 
usefully to the job, the basic prob- 
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lems were still not solved, and the 
second director of manufacturing 
resigned a year later by mutual 
consent. 

Thus, as recently as early 1955, 
Revell still had an important man- 
agement post unfilled and Glaser’s 
program of management building 
was in danger of breaking down. 
As Glaser saw it, he was in the in- 
evitable position of being forced to 
either bring in a third manufactur- 
ing director or again assume direct 
charge of the manufacturing func- 
tion himself. 

He analyzed both of these alter- 
natives, decided that neither was 
satisfactory. What he needed, he 
realized, was an entirely new ap- 
proach, but he could find none. 

Then he began to wonder if he 
really was the best person to at- 
tempt to solve this problem in the 
first place. He reached the conclu- 
sion that the men who had worked 
under the two former manufactur- 
ing directors were in a better posi- 
tion to decide how the operation 
should be managed. So Glaser de- 
cided to drop the problem squarely 
in their laps. 

One at a time he called to his 
office the six men who had reported 
directly to the manufacturing di- 
rectors (quality control engineer, 
assembly superintendent, purchas- 
ing agent, molding superintendent, 
toolroom superintendent, and pro- 
duction and inventory control man- 
ager). He outlined the dilemma and 
said that they as a group were to 
determine a course of action and 
set up an organization which would 
solve the problem. Glaser empha- 
sized that their solution would have 
to be one that would not include 
their receiving any direct supervi- 
sion or aid in decision-making at 
the operating level. 

A meeting was scheduled for a 
report of the group’s recommenda- 
tions. In the meantime, the six men 
studied the problem, decided that 
each would submit his own indi- 
vidual recommendation, unsigned 
and in sealed envelopes. 

The meeting was held in a large 
bungalow at a nearby resort. To- 
gether with the manufacturing 
group, senior members of the com- 
panys management were on hand, 
as well as a _ representative of 


(Continued from page 45) 


Revell’s consultant firm. It was 
made clear, however, that the six 
men from manufacturing were to 
work out their own solution; the 
top managers and the consultant 
were present only to answer ques- 
tions and approve the final plan. 

It took nine hours for the manu- 
facturing group to unanimously 
agree on a recommendation. The 
quality control engineer, they said, 
would report to the chief engineer 
and the remaining five men would 
operate as a “Manufacturing Com- 
mittee.” They would meet at least 
once a week and rotate the chair- 
manship each month. 

Glaser was at first uncertain of 
the workability of such an arrange- 
ment, but when the group assured 
him that they could overcome the 
intrinsic drawbacks of committee 
action, Glaser gave his approval on 
the condition that any time the 
committee could not make a unani- 
mous decision, the matter would be 
referred to him. 

Currently the self-styled Manu- 
facturing Committee has been in 
operation for over a year-and-a- 
half. Its success is evidenced by the 
fact that not once in this time has 
it been necessary for an unsolved 
problem to be referred upstairs to 
the president's office. 

Glaser believes that the plan has 
succeeded because “we had the 
courage to be different and because 
we insisted that the people most 
concerned with the problem solve 
it themselves.” 

He points out that an added 
benefit of the committee approach 
is that he now has five men gaining 
valuable management leadership 
experience. 

The growth of Revell’s operations 
today shows a renewed need for a 
single director of manufacturing. 

“When the suitable individual is 
found,” says Glaser, “he will have 
ready for him a smoothly working 
staff, consisting of the present 
manufacturing committee mem- 
bers. He will be able to concentrate 
his energies and skill on the new 
problems arising from continued 
expansion. Until this man is found, 
however, the committee will con- 
tinue to function authoritatively 
and successfully.” 
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PROBLEM NUMBER 2: Inadequate Communication 


How a program of executive de- 
velopment was used to solve a 


communications problem. 


@In the beginning, when he-first 
began to delegate management 
functions, Glaser saw that the task 
called for more than simply assign- 
ing responsibility and letting it go 
at that. It remained for him to pro- 
vide a personal, coordinating lead- 
ership. 

He provided this leadership 
without too much difficulty. But he 
found that major weaknesses re- 
mained. 

First, there was a serious lacking 
of workable channels of communi- 
cation among the individual man- 
agement members. Although for 
the most part they were handling 
their own specific responsibilities 
successfully, there was little fluidity 
within the organization. Each was, 
in a sense, growing into a manage- 
ment specialist in his own field. 
Glaser had set up a team, but there 
was as yet very little teamwork. 
But he wanted his management 
group to participate in solving gen- 
eral management problems, so that 
more of his own time could be left 
free for long term planning. His 
problem thus was to stimulate the 
managers to close ranks and unify 
their efforts rather than to func- 
tion solely as heads of separate and 
distinct company operations. 

Furthermore, Glaser realized that 
a thorough program of executive 
development was needed if the 
young men whom he had upgraded 
to executive posts were to function 
at a satisfactory level. These men 
had been selected on the basis of 
their potential management ability. 
But latent abilities had to be 
brought to the surface. 


THE ANSWER: 


Early in 1953—soon after form- 
ing the central core of his manage- 
ment—Glaser set out to overcome 
the first of these problems—that of 
stimulating the management group 
to communicate among themselves. 
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His initial effort was to set up a 
regular weekly meeting of the 
management staff. 

These meetings were a clearcut 
flop. Glaser found himself doing all 
the talking. Hard as he tried, he 
could not stimulate the cross-cur- 
rent of freely expressed thought 
and brainstorming he was after. 
Temporarily stymied by this spe- 
cific problem, Glaser turned for 
guidance to the psychological man- 
agement consultant he had re- 
tained. 

The consultant had been con- 
tacted a short time earlier to help 
in recruiting executives and in 
evaluating men within the com- 
pany who seemed suitable for up- 
grading (see Problem Number 1). 

Once some background had been 
communicated to the consultant, 
and the consultant had won the 
confidence of his client, the two be- 
gan to work out a long-range plan 
of problem-solving action. The con- 
sultant had convinced Glaser that 
the company’s management prob- 
lems could not be viewed only in 
terms of the two dimensions of (1) 
the men who were members of the 
management team, and (2) the re- 
quirements of the jobs they were 
supposed to fill. There was a third 
dimension, said the consultant, con- 
sisting of the make-up and person- 
ality of Glaser himself, his top man- 
agement people, as well as the total 
“personality” and environment of 
the company. 

On the basis of these preliminary 
discussions, the consultant’s pro- 
gram was broadened to include not 
only helping to select and place key 
personnel, but also to: 


e@ help Revell to continuously de- 
velop its key people 

e help in integrating and coordi- 
nating the activities of key per- 
sonnel so that they would func- 
tion more effectively as a team 

e@ help in evolving an administra- 
tive structure and _ leadership 


practices conducive to long- 
range stability, vitality, growth 
and profit 


e help the people within the com- 
pany to grow in management 





knowledge, and also in psycho- 
logical knowledge as it applied 
to the job. 


Says Glaser: “Our company, with 
the help of the consultant firm, was 
entering an entirely new level of 
management thinking. Without 
such outside help, it is unlikely that 
we could have reached this stage 
of thinking for a good many 
years. 

The consultant’s program was 
discussed in detail with the man- 
agement group before it was ap- 
proved. Then it was placed in im- 
mediate operation. 

First the consultant recom- 
mended that action be taken to 
uncover the true environment and 
management capacity of the com- 
pany. His recommended method 
was psychological evaluations of 
the top management group. The 
recommendation was accepted, and 
Glaser himself was the first to un- 
dergo evaluation, which consisted 
of a three-hour interview followed 
by tests dealing with intelligence 
characteristics, emotional make-up, 
human relations skill, insight into 
self and other people, and admin- 
istrative abilities. 

The results of each executive's 
evaluation were written up in de- 
tail, and supplemented with general 
recommendations for self-develop- 
ment. Then they were discussed 
confidentially with each individual. 

The evaluations became the basis 


"This was a new level 


of management thinking." 






























these white elephants are made of paper! 
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Are you feeding them in your office? Most offices 
are! They’re that mass of ever-accumulating rec- 
ords that bulk up files, eat up space, and gobble 
up big hunks of profit! 

If you have any doubt about these beasts stalk- 
ing your office — try these three simple tests: 


TEST #1 — Do you have an organized policy cov- 
ering systematic retention, transfer or destruction 
of all papers and documents? If not, you must be 
feeding a white elephant! Tremendous savings are 
possible. Assuming you have 50 files, annual sav- 
ings of $3850* will result from the 35% of the 
records to be destroyed...100 files double this 
amount, and so on. And savings from “destruc- 
tion” are only a drop in the bucket! 


TEST #2 — How long does it take to find or file 
a paper in your organization? It should not take 
longer than 1 minute. If it does, your company 
probably needs a Records Analysis. 


TEST #3 — When you ask for a file by subject 
instead of by name do you get all the records per- 
taining to that subject — and are they in order for 
best use? A subject file is the backbone of a record- 


keeping operation—the source of vital facts for 
management decisions. Untold dollars ride on those 
decisions! 

Get the latest information on actual dollar 
savings possible through modern records manage- 
ment methods. Send for this free literature. 
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| Memingtor. Ftarel. J 
I DIVISION OF SPERRY RAND CORPORATION I 
| Room 2125, 315 Fourth Avenue, New York 10. : 
| Kindly send literature checked: I 
1 © BSD45 —“Control Of Records And Their Costs” l 
H C] X1615 —‘*Your Records’’— (Controlled From Creation To | 
Destruction) 

I (© Bsp46 —“How To Save Executive Time” (Subject Filing) | 
| (1 *BSD32 —“Get These Annual Dollar Savings From Your Files”’ i 
5 (] LBV676 —‘‘Kompakt — The File With The Extra Drawer’’ | 
\ (] BSD-5B —“Complete Microfilming Service” 

C $¢707B —“The Cost Of Burned Records” I 
» , 
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for a program of continuing, per- 
sonal and confidential development 
counseling for each key man who 
was interested in obtaining such 
help. Further, the confidential in- 
terviews provided the consultant 
with an over-all picture—in depth— 
of the inter-personal relationships 
within the top management group 
—the misunderstandings, tensions 
and frustrations that, as in any 
work group, were arising as indi- 
viduals occasionally “bumped 
egos” in daily contact on the job. 
Such behind-the-scenes knowledge 
has proved valuable to the con- 
sultant for two reasons, says Glaser. 
First, it has helped to guide the 
efforts aimed at bringing about 
smoother team play. Second, it has 
helped in selecting outsiders for im- 
portant jobs within the company: 
the consultant can contribute in- 
sight into what type of individual 
has the best chance of success in 
the Revell environment. 


Basis of management 
development 


Psychological evaluation now 
forms an underlying base for Re- 
vell’s over-all management develop- 
ment program. It has been ex- 
panded to include all of the 
company’s 30-odd people at the 
first, second and third levels of 
management. In fact, Glaser has 
been so impressed with the effec- 
tiveness of this approach that he 
has moved it a big step further. 
Once each week a _ psychologist 
member of the consulting firm 
spends an entire day in Revell’s 
executive offices. For most of the 
day he is at the disposal of any 
member of the management team 
who cares to confer with him. Indi- 
viduals seek his counsel primarily 
in connection with their own self 
development, but also to obtain 
guidance in solving a wide range 
of problems they face in their day- 
to-day work. 

Glaser himself spends several 
hours every two weeks with the in- 
dustrial psychologist, reviewing his 
own management growth and de- 
velopment, as well as studying the 
company’s organizational problems 
and programs. 

“Many people ask us if it isn’t 
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"Do our methods work? Well, look at the result." 


expensive to make such heavy and 
continuous use of our consultant,” 
says Glaser. “The answer is that, in 
terms of results, it is just the oppo- 
site. We've found it is one of the 
best investments we can make. The 
return is in the form of a constant 
increase in the level of manage- 
ment skill and teamwork.” 

Does the consultant, due to his 
advisory capacity, wield an undue 
amount of influence over company 
decisions? Not at all, says Glaser. 
His job is to provide the decision- 
maker with knowledge of how the 
decision or action will affect the 
company from a personnel, human 
relations and organizational point 
of view. 

“Our consultant talks confiden- 
tially with everyone within our 
management,” says Glaser, “to en- 
able him to develop insight into 
our people as a group.” 

Glaser says he is the first to ad- 
mit that his method of using an 
outside consultant and his psychol- 
ogy-based management develop- 
ment program probably would not 
produce equal results in any com- 
pany. These methods work for Re- 
vell because he and the company 
have become “people oriented.” The 
interest comes first, Glaser says, 
then came the results. 

This orientation began to stimu- 
late the management group to be- 


gin communicating among them- 
selves. Glaser by his own efforts 
had failed to conduct effective 
management meetings. But now 
the weekly staff meetings began to 
come to life. Partially because a 
member of the consulting organi- 
zation began sitting in as a “cata- 
lyst,” the various executives began 
to discuss their own and each 
other’s problems freely and openly. 
With this initial stimulus, the pat- 
tern of general open discussion was 
set and the basic purpose of the 
meetings—a free exchange of infor- 
mation and ideas—was reached. 
Says Glaser: “Now we discuss 
such matters as capital acquisition, 
building or acquisition of new 
plants, industrial diversification, 
sales policies, personnel policies— 
everything. Although the responsi- 
bility and authority for decisions 
regarding major policy matters re- 
mains mine, there is practically no 
case that I can remember where 
any decision has been made by me 
contrary to the majority or unani- 
mous feeling of the group.” 
Particularly during the last 18 
months, the management group has 
been made more self-coordinating, 
requiring less of Glaser’s time. He 
makes a practice now of delegating 
important problems to committees 
composed of cross sections of the 
top management team. Committees 
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$, Ine. uses Copyflex to prepare account- 
ing reports without retyping of basic informa- 
tion. With Copyfiex, an original or any portion 
of an original can be reproduced easily and 
quickly. important information is thus distributed 
to different individuals and departments faster. 
Six typists have been freed for other work. 


Desk top Model 100 Copyflex copies orig- 
inals 11 inches wide by any length. Makes 
up to 300 copies of different letter-size 
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study problems, make recommen- 
dations. For example, he poses 
questions like these: Should we 
change from a divisional to a func- 
tional type of organization? and: 
Should tool room employees be on 
a wage rate or salary? Glaser has 
found that when managers, regard- 
less of their own specific duties, 
deal with general and specific prob- 
lems such as these, the danger of 
departmentalized thinking is over- 
come. 


Mid-management operations 


Glaser’s success with the group 
management approach to problems 
at the top management level has 
prompted him to set up a similar 
program for middle management. 
First a general framework for a se- 
ries of mid-management meetings 
was worked out. The plan called 
for Glaser to attend only the first 
meeting. 

At this session Glaser gave a brief 
talk on the history of the company 
and how the management organi- 
zation had evolved to its present 
refinement. He then asked that the 
participants, called the Operations 
Group, meet for two hours every 
other week. 

Glaser was careful not to specify 
any actual goals to be reached in 
the meetings, or specific tasks to be 
performed. Further, he left the 
group to settle on its own organiza- 
tional structure. He did, however, 
arrange for Revell’s employee rela- 
tions manager and a representative 
of the psychological consulting firm 
to be present at the first four meet- 
ings, with the understanding that 
they would drop out after that time 
unless it was found that their 
continued presence was needed and 
unless they were specifically asked 
by the group to continue to attend. 

The operations group sessions 
have now been continuing for well 
over a year and a half. Only the 
employee relations manager has 
been retained as a permanent par- 
ticipant. An organizational struc- 
ture and rules of order for the meet- 
ings have been set. The group has 
recommended a number of pro- 
grams for management considera- 
tion. 

Says Glaser: “Ours is a young 
management, both in terms of the 
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time it has been in existence and in 
terms of the ages of the members of 
the team. Few of our executives are 
over 35. Most are in their late 20's. 
We don't have a vast background 
of experience in management prac- 
tices. As individuals, we frankly ad- 
mit that we don’t know all the an- 
swers. But by working diligently to 
strengthen our own management 
skills and knowledge, and by com- 
bining our efforts when we deal 
with the various problems of our 
operations, we’ve found that we 
can fill many of the gaps.” 


PROBLEM NUMBER 3: 
A Need for Specialists 


How outside experts are used to 
increase effectiveness of the com- 


pany’s own staff. 


From the beginning, Glaser em- 
phasized one point above all others 
to the men who became members 
of his management group. They 
were, he explained, to function 
with him as true administrators. 
They were not to compromise their 


administrative responsibilities in fa- 


vor of becoming merely the top 
specialists in their respective de- 
partments. If anything was to be 
compromised, it was to be their 
functions as specialists. 

This policy resulted in the strong, 
flexible and broad-gauged manage- 
ment that Revell now possesses. 
But it also presented a shortage of 
high level, professionally qualified 
experts in certain aspects of the 
business. And as the operations of 
Revell, Inc. expanded and became 
more complex, the services of such 
specialists became vital. 

Glaser found that the most suit- 
able means of filling this need was 
the retention of a broad range of 
outside counseling and service or- 
ganizations. Doing so provided 
many advantages: the outside firms 
were in a position to contribute ef- 
forts economically impractical to 
attempt internally. 

But making such extensions of a 
company’s own staff, as Revell has 





"We 


need 


both 


admin- 


istrators 


and 


experts 


to get 


results." 


done, has its problems. First there 
is the problem of isolating require- 
ments: How do you determine that 
a need for outside counsel really 
exists in a certain area of the busi- 
ness? Then there is the problem of 
selection: How do you determine 
which specific counseling or service 
organization is best suited to work 
with you? Finally, there is the prob- 
lem of integration: How do you 
insure a favorable working relation- 
ship between the internal staff and 
the outside specialists? 

President Glaser has worked out 
the answers to these three problems 
on a basis consistent with his over- 
all management strategy. He again 
uses the group action approach suc- 
cessfully. 


THE ANSWER: 


When a potential need for out- 
side counsel becomes evident, the 
top management group comes to- 
gether to discuss and analyze the 
need. But the process doesn’t stop 
there. Further staff meetings are 
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held that include lower levels of 
management, and even operating 
personnel who would be directly 
affected by a decision to retain out- 
side help. 

The purpose of these meetings is 
to apply as wide a scope of think- 
ing to the decision as possible, and 
also to make certain that there is no 
misunderstanding as to why outside 


help may be necessary. 
These exploratory sessions con- 
tinue until a clearcut picture 


emerges of the true problem and 
the possible solutions to it. If the 
answer seems to be the use of out- 
siders, then a search is undertaken 
to find the right firm. This search 
does not occur, however, until the 
preliminary and detailed analysis 
of the problem is complete. 


“We approach the problem of se- 
lecting outside specialists in a man- 
ner similar to the way we approach 
the selection of qualified key per- 
sons for our own staff,” says Glaser. 
“We obtain recommendations. We 
check listings and other sources. 
We make sure that the firms under 
final review are competently quali- 
fied in the specialized area of our 
need, and in their general field.” 


Glaser states that all of the time 
and effort that goes into the pre- 
liminary analysis is eminently 
worthwhile. It does more than 
merely solve the problems of de- 
termining need and making the 
best selection; it also results in a 
favorable relationship between in- 
side staff and outside specialists. 


“By the time a firm is called in,” 
says Glaser, “our people understand 
all the reasons why—because they 
have participated in the analysis of 
the problem from the beginning. 
They are aware of the benefits to 
be gained.” 

Since the business first began to 
grow, Revell has made use of per- 
haps a dozen outside specialist or- 
ganizations, some on a continuing 
basis, others for short-term pro- 
grams. In addition to the psycho- 
logical management consultant, the 
list includes public relations coun- 
sel, profit sharing specialists, will 
and estate planning, a second man- 
agement consultant (short term), a 
market research organization, a 
factory locating service, packaging 
design specialists (retained through 
its advertising agency), a foreign 
tax attorney, as well as attorneys in 
Germany and England. 


Revell’s export business has been 
spiraling, yet the company has no 
export manager on its own staff. 
The reason: Glaser has found that 
in his case the most suitable ar- 
rangement is to have an outside or- 
ganization, specializing in export, 
carry out the functions of export 
manager. 

An example of how Glaser has 
combined his group action ap- 
proach with the services of consult- 
ants is demonstrated by the evolu- 
tion and workings of Revell’s New 
Products Evaluating Committee. 

Glaser began working out a pro- 
gram of product development in 
1951. His initial effort was to bring 
various people together on.an in- 
formal basis to discuss, plan and 
continuously refine the designing 
and merchandising programs. Later 
these meetings became more for- 
malized and, after two years, the 
New Products Evaluating Commit- 
tee came into being—with an out- 
side hobby consultant taking part 


PROFILE OF THE NEW 


Revell Inc. has experienced rapid 
expansion during the past five 
years. The management of Revell 
could not have adequately con- 
trolled and stimulated such growth 
if it had shackled itself to old- 
fashioned, conventional ways of do- 
ing things. A management unwill- 
ing or unable to adapt quickly to 
changing conditions might well 
have been over-powered by the 
speed of such expansion. 

In the past, dynamic growth of 
a small company like Revell would 
have been considered unusual. To- 
day, in our fast-moving economy, 
it is no longer unusual. Similar 
growth patterns exist among com- 
panies of all sizes. 








as an official member of the com- 
mittee. Three times a year the com- 
mittee now comes together for 
several days to chart long-range 
plans. Between these major meet- 
ings, the members meet at frequent 
intervals to review progress. 

Glaser is now convinced that 
brainstorming sessions, group ac- 
tion and use of outside specialists 
are management methods that are 
indispensible to a growing organi- 
zation. Perhaps the key to his suc- 
cess in combining these methods is 
that he continues to maintain per- 
sonal control. The majority does 
not necessarily rule. Although de- 
cisions are usually made by con- 
sensus, differences of opinion natu- 
rally occur. When such differences 
remain after thorough analysis of a 
problem, Glaser himself makes the 
final decision—not on the basis of 
compromise, but on the basis of his 
personal judgment, after weighing 
and evaluating various different 
opinions. 


KIND OF MANAGER 


It is an unquestionable fact that 
one of the prime forces contribut- 
ing to success in these hyper- 
growth situations is the modern 
concept of management being ap- 
plied by today’s new kind of man- 
ager—men like Lewis Glaser of Re- 
vell, Inc., who learn how to adapt 
proven principles of management 
to their own specific needs. 
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SIMPLE TO INSTALL 
Listings are typed on scored 
FLEXOLINE sheets or rolls, using any 
typewriter, or tabulating machine 
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snapped apart and placed in frames. 





EASY TO KEEP UP TO DATE 
When additions or changes are neces- 
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Invincible executive’ suite 
in Driftwood Tan ~~ 





with metal furniture by INVINCIBLE 
business-engineered in CO/NOr 


Wouldn’t you like a custom-planned office like this? 
Scores of office suites and groups are now possible with 
Invincible’s complete new line! You choose from six hand- 
some, functional finishes. You custom-plan with beautifully 
equipped all-steel units for your work and space requirements. 
And from then on you enjoy an office business-engineered 
for maximum beauty, comfort and utility. 

Soon you’re bound to consider a new office for 
executive, professional or general office work. 
So visit your Invincible dealer —to see, without 
merarTer hrm eee} obligation, this unusually good-looking and 

et, Riis useful new furniture. Or a letterhead request 
brings you free the new full-color 
Invincible catalog. 


INVINCIBLE 


Metal Furniture Company ¢ Manitowoc, Wisconsin 


In Canada: A. R. Davey Company, Ltd., Factory Representative 
174 Bedford Road, Toronto 5, Canada 
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it makes to work in an Office free of TORRE f sfej=le[ejels|s|sieye! Tejelejesieye! 
depressing workaday clutter. pew?’ =}e12 eyelet une 

That's the way it is with oot tt rd el (gts 
Globe-Wernicke files on the job. From a Tet s 
giant blueprints to 3 x 5 cards, there is a properly a 
designed G/W unit with conyenient filing space 


for all your records . . . and it occupies less floor space. rat Ma ™ 
Spacious and efficient, Globe-Wernicke files Sy > 
reduce clerical time by permitting faster and more 
accurate filing. Handsome styling and decorator colors boost 
employee morale and job-confidence . . . to say nothing of the 
invaluable impressions they make on your customers. 
Take the easy step to modern record- 
keeping. Call your Globe-Wernicke dealer.* He'll be 
happy to show you how the manifold advantages 
of Globe-Wernicke files can answer your ote AL IERSE einen 
specific needs. Or, if you wish, 
write us direct. CINCINNATI 12, OHIO 
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